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WITH NO SPORTS, IT’S ‘UNCHARTED TERRITORY’
  With the ever-changing situation surrounding the 
coronavirus outbreak, it is unclear how long the pandemic 
will last and what its effect on the economy — and therefore 
the TV industry — will be, eMarketer says.
  If the virus is contained early, predictions will change, but the 
research firm believes at this moment that TV ad spending 
will likely be negatively impacted by the pandemic. Analysts at 
investment bank UBS wrote that a bump in news viewership 
could help offset audience declines brought 
by the drop in sports programming, but 
added that “the lack of sports will push us 
much deeper into uncharted territory.”
  Early on, daytime TV viewing has 
increased, according to TV ad measurement vendor Samba 
TV. Smart TV viewing data from Inscape showed that sports 
fans are spending more time streaming, with news networks 
seeing the biggest viewership bumps. And overall TV ratings 
grew in early March.
  But some companies are already pulling back their 
marketing spend as the pandemic affects their businesses. 
MediaRadar estimated that travel advertisers cut their ad 
spending by about 50 percent during the first two weeks of 
March 2020 compared with the same period a year ago.
  Additionally, canceled live events like sports helped 
advertisers reach specific audiences such as young men 
who don’t otherwise watch much live TV. Given that the NBA 
viewers tend to be younger than cable TV viewers, increased 
viewing time in an area like news won’t fully negate the losses 
in sports watching.
  The cancellation and postponement of sporting events by the 
NCAA, NHL, NBA, MLB and others is leaving TV networks 
and marketers scrambling as they figure out how to adapt 
to an unprecedented situation. The 2020 Tokyo Olympics 
have been postponed. Business Insider reported that an 
internal document from ad agency Magna Global showed 
that TV networks with sports coverage could see viewership 
declines ranging from 9 to 25 percent. It remains unclear 
when professional and collegiate sports will return to TV.
  Digiday reported that the cancellation of sports is leading 
advertisers to consider: redirecting their linear TV investments 
to other inventory controlled by the TV networks such as 
their streaming platforms; pausing their TV spending until 
the games resume; and working to be released from their 
commitments altogether. “There’s nothing that’s not on the 
table,” an agency executive said.
  In February, eMarketer updated its pay-TV and digital video 
subscription forecasts. The research firm estimates that 
there will be 80.5 million U.S. pay-TV households in 2020. 
By 2023, that figure will fall to 69.6 million. Meanwhile, the 
number of cord-cutter and cord-never households will total 
48.9 million this year, growing to 61.5 million in 2023. For the 
foreseeable future, there will still be more pay-TV viewers 
than those in the non-pay-TV category, but that gap keeps 
closing.

HOW TV INDUSTRY MAY BE AFFECTED BY CORONAVIRUS
ADVERTISER NEWS
  As could be expected, news from TV’s No. 1 category is 
downbeat. A survey taken by Automotive News finds nine 
out of 10 dealers now say this year’s business will be worse 
than last, and a similar number expect profit to be down… 
With decreased demand expected, Toyota is cutting back 
production at five plants in Japan that make the Prius, 
Forerunner and Lexus vehicles… General Motors has 
lowered its 2020 profit forecast… Ford is partnering with 

General Electric and 3M to manufacture 
ventilators, respirators and face shields… 
While some states have ordered dealerships 
to close, other states have allowed them to 
stay open. A coalition of automotive groups 

including the National Automobile Dealers Association 
sent a letter to the White House on Monday asking for federal 
guidance that will allow all stores to stay open… Tractor 
Supply stores will remain open as “essential businesses,” 
based on selling items needed in rural America, including 
animal feed, livestock and pet medicines… Walmart, 
Walgreens and Rite Aid have opened their first COVID-19 
test sites in adjacent parking lots, joining CVS, which had 
opened its first last week… Darden Restaurants reported 
a 60 percent decline in same-store sales at its restaurants 
that remained open last week. Its brand portfolio is led by 
Olive Garden and LongHorn Steakhouse… Black Box 
Intelligence says 70 percent of restaurant companies have 
seen traffic declines, with the upscale casual and fine dining 
segments being hurt the worst… The CEO of Grubhub says 
its current business is strong as new restaurants embrace 
delivery, but long range Matt Maloney thinks about 30 
percent of current restaurant locations will eventually close 
after the pandemic ends because it’s simply too expensive 
to remain in business… While record numbers of shoppers 
have rushed into supermarkets and general merchandise 
stores, the floral departments have been largely ignored 
and sales have plummeted. The CEO of the California 
Cut Flower Commission says flower farmers and the 
entire industry are “teetering on economic devastation”… 
Bloomberg reports Neiman Marcus is in talks with lenders 
about a bankruptcy filing. The upscale retailer has a debt 
load totaling $4.3 billion… While supermarkets and big-box 
general merchandise stores have seen hordes of shoppers, 
retailers selling less essential merchandise are being hurt 
badly. The Wall Street Journal reports online sales for 
apparel and footwear retailers were off by 37 percent on 
March 11 alone, while online sales at general merchandise 
retailers were up 50 percent just two days later… Gun and 
ammunition sales are surging. Background checks for gun 
purchases on March 16 were triple last year’s numbers…
Are you in a “college town?” The Wall Street Journal notes 
businesses that rely on student trade are experiencing huge 
drops in business. “The only reason we’re open at this point 
is for our staff,” a bakery-café operation in College Station, 
Texas told the newspaper.
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AVAILS
  WESH 2, the Hearst-owned NBC affiliate in Orlando, Fla., 
is looking to add a second Local Sales Manager. Orlando 
is one of the fastest-growing markets in the U.S., and our 
sales team is growing with it. We are 
looking for a leader with a proven track 
record of success across multi-platforms. 
The ability to impact the local market and 
business community, build relationships, 
and strategically plan to drive results to our clients is a must. 
Ideal candidates will have a high level of performance, 

accountability, leadership and the desire 
to win. APPLY HERE. EOE.
  National Sales Assistant: Join the 
nation’s largest television operator, 
Nexstar Broadcasting, Inc., at their 
CBS affiliate TV station in fabulous Las 
Vegas. KLAS TV 8 is currently seeking 
a motivated, detail oriented National 
Sales Assistant to be an integral part 
of the sales team. This key position will 
support the National Sales Manager and 
work closely with the National Rep firm 

to ensure revenue growth success. CLICK HERE to apply 
now. EOE.

See your ad here tomorrow! CLICK HERE for details.

LOCAL NEWS SOARS AMID COVID-19 PANDEMIC
  Local news is seeing an increase in viewing as people seek 
the latest information on the coronavirus crisis, Broadcasting 
& Cable reports. In a new report, Nielsen says news viewing 
in the top 25 markets was up 6.9 percent for the week of 
March 9, compared to the week of Feb. 3.
  Different age groups showed different levels of increase. 
People 25 to 54, the traditional news demographic, were up 
10.1 percent. Younger adults in the 18- to 24-year-old range 
were up 9.2 percent. The smallest increase (4.3%) came 
among those 55 and older.
  Surprisingly, the biggest increase was among youngsters 
age 2 to 17 with a 20.4 percent bump.
  “Non-adults have typically contributed very little to the 
profile of local news viewing,” said Justin LaPorte, VP of 
Local Audience Insights at 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.”
  All of the top 10 markets showed double-digit increases 
among adults 25-54. The biggest gain was in the San 
Francisco market, where viewing was up 38.1 percent. 
The second biggest increase was in Orlando, Fla., up 25.1 
percent, followed by Los Angeles, Seattle and Boston.
  The smallest increase among the top 10 markets was in 
New York, the No. 1 market and the place with the most 
coronavirus cases.
  Across the top 25 markets, where Nielsen employs its local 
people meters to collect viewing data, most broadcast viewing 
showed increases, led by local news. Local news had a 30.9 
percent share, up 5 share points from Feb. 3. Broadcast 
dramas, participation variety shows, situation comedies and 
feature films all increase their share of total viewing.

VIRUS PULLS CAR DEALERS INTO E-COMMERCE
  Auto retailers have been slow to embrace e-commerce, 
but the coronavirus pandemic is changing that, Reuters 
reports.
  Online traffic has risen even as in-person showroom traffic 
has disappeared. Auto dealers are embracing digital tools to 
close deals without a handshake and arranging for vehicles 
to be picked up or delivered without requiring customers to 
come to their stores.
  U.S. new vehicle sales will be hit hard by the pandemic. 
Demand dropped 13 percent in the first 19 days of March, 
according to research firm J.D. Power. 
In especially hard-hit markets like 
Seattle, San Francisco, Los Angeles and 
Chicago, where the virus has spread 
quickly, demand slumped as much as 22 
percent.
  Moody’s Analytics says the new and 
used vehicle markets could slump by as 
much as 20 percent from 2019 levels and 
stay depressed into 2021.
  Based on a survey of some 40 dealers, 
analysts at Evercore ISI estimate the 
March U.S. seasonally adjusted annual selling rate could 
be 11 million to 12 million vehicles, on par with levels seen 
during the 2008/2009 financial crisis.
  However, online traffic for the 1,000 U.S. and Canadian 
dealers served by Roadster, which provides a digital sales 
platform for everything from financing paperwork to vehicle 
delivery, was up about 6 percent.
  Dealers have been doing business online for years, but 
it has never been a major focus. Only 15 percent of all 
transactions are online, according to a November survey 
of 540 dealers commissioned by the National Automobile 
Dealers Association. However, they expect online car 
sales to double by 2025.

COMSCORE: CABLE, BROADCAST SEE GAINS
  Now in the thick of the COVID-19 crisis, TV usage shows 
sharply higher daytime viewing for general and business 
news and smaller gains for entertainment for the most 
recent reporting week.
  Total live TV viewing for seven cable news networks for 
the week ending March 20 shows a 40 percent increase in 
total day viewing versus the same week in February of this 
year. It is 68 percent higher when looking at the daytime 
period and 56 percent higher for the early-fringe (afternoon) 
daypart, according to Comscore.
  Perhaps more impressive is the increase in viewing among 
two major financial cable news networks — up 78 percent 
in total day viewing and 134 percent more for the daytime 
daypart, with a 131 percent gain in early-fringe.
  Looking at all program viewing for the four top broadcast 
networks — ABC, CBS, NBC and Fox — total day viewing 
is up 12.6 percent versus the same week in February.
  Just looking at the daytime daypart, there was a 28 percent 
hike, with early-fringe 22 percent higher. Comscore says 
primetime viewing on those networks is 3.5 percent higher, 
up 9.4 percent versus the same week in 2019.
  Daytime viewing for children’s program networks is up 30 
percent compared to the same week in February, and up 31 
percent from the same week in 2019.
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Larry The Cable Guy

I got a Fitbit on 
Christmas Eve and put 

it on. It dialed 9-1-1.
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COMSCORE SAYS IN-HOME DATA USAGE SURGES
  New research from Comscore finds in-home data usage 
is skyrocketing as millions of Americans work from home 
and at least 70 percent of U.S. schools are shuttered due to 
the COVID-19 pandemic.
  Smart speakers (+44%), in particular, saw a major year-
over-year uptick. Smart-speaker data usage for March is 
up 30 percent over February. Gaming consoles (+48%), 
streaming boxes/sticks (+38%) and connected TVs (+37%) 
also saw big year-over-year gains.
  “If the current quarantines continue across the country, we 

expect this upward data usage trend to 
continue, as consumers shift their work, 
school, information gathering, shopping 
and entertainment habits amidst the 
COVID-19 crisis,” said Comscore CEO 
Bill Livek.
  According to Comscore’s Total Home 
Panel data, average in-home data 
usage (through March 17) is up 18 
percent compared with the same period 
a year ago. “These increases are likely 
attributable to more Americans using the 

internet on their phones to work from home and all family 
members interacting with more streaming media while 
staying home,” Comscore says in a news release.

THIS AND THAT
  Amazon has shut down accounts of more than 3,900 
U.S. sellers for price gouging on high-demand products 
during the coronavirus pandemic. “We are also proactively 
sharing information with state attorneys general and 
federal regulators about sellers we suspect have engaged 
in egregious price gouging of products related to the 
COVID-19 crisis,” the company says… Toy-maker Hasbro 
has seen demand for games and toys surge as families and 
children remain at home during the coronavirus pandemic, 
and the company’s suppliers in China are now operating 
again, CEO Brian Goldner said. The company will roll out 
new products and a program dubbed “Bring Home the Fun” 
to help entertain and educate kids… Large companies, 
including Amazon, CVS, Domino’s and Walmart, are 
looking to hire nearly a half-million workers in the coming 
weeks, The Wall Street Journal reports.
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FunnyTweeter.com

If I’ve learned one important 
thing about the human race, 
it’s that we don’t need best-

before dates on bags of 
potato chips.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

IT’S OFFICIAL: THE 2020 OLYMPICS ARE ON HOLD
  The 2020 Tokyo Olympics will have to wait, CBS Sports 
reports. Japan and the International Olympic Committee 
agreed yesterday to push the games to 2021. The decision 
came after multiple conversations between Japan’s Prime 
Minister Shinzo Abe and IOC president Thomas Bach.
  This marks only the fourth time in the history of the modern 
Olympics (which dates back to 1896), that the Games are 
being postponed. The three other times the games had to 
be pushed back were due to World War I and World War II.
  “In the present circumstances and based on the information 
provided by the WHO today, the IOC 
President and the Prime Minister of 
Japan have concluded that the Games 
of the XXXII Olympiad in Tokyo must be 
rescheduled to a date beyond 2020 but 
not later than summer 2021, to safeguard 
the health of the athletes, everybody 
involved in the Olympic Games and the 
international community,” a joint statement 
from Bach and Prime Minister Abe read.
  It was the hope that the Olympics could 
still be held as a distraction for what is 
going on in the world in terms of the COVID-19 outbreak. 
However, it was decided that the health of everyone involved 
was paramount.
  “The leaders agreed that the Olympic Games in Tokyo 
could stand as a beacon of hope to the world during these 
troubled times and that the Olympic flame could become the 
light at the end of the tunnel in which the world finds itself 
at present,” Bach and Abe added. “Therefore, it was agreed 
that the Olympic flame will stay in Japan. It was also agreed 
that the Games will keep the name Olympic and Paralympic 
Games Tokyo 2020.”

BATTERED RETAILERS PUSHING FOR FREE RENT
  Major U.S. retail and restaurant chains, including Mattress 
Firm and Subway, are telling landlords they will withhold or 
slash rent in the coming months after closing stores to slow 
the coronavirus, sources tell Forbes.
  In a brewing fight, chains are calling for rent reductions 
through lease amendments and other measures starting in 
April, said the people, who asked not to be named because 
the discussions are private.
  These moves mark the next phase in virus fallout: What 
happens to billions in rent owed for businesses that have 
been closed? Retail has a slew of big chains in turnaround 
mode. And if they do withhold payments, there would be a 
ripple effect. Landlords can’t afford to stop collecting rent for 
long, with many property owners sitting on loads of debt.
  The situation may get messier. The U.S. relief packages 
being considered don’t directly address rents. But the 
Federal Reserve’s actions may give banks leeway to defer 
mortgage payments, allowing property owners to delay rent.
  Mattress Firm, with about 2,400 stores, sent landlords a 
letter last week saying it would cut rent in exchange for longer 
leases and offering two options to do so. This week, it sent a 
more urgent note revoking its earlier offer.
  Subway Restaurants, which has more than 20,000 U.S. 
locations, sent out a letter to landlords last week saying that 
it might cut or postpone rental payments due to the virus, 
according a person with knowledge of the situation.


