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90% OF CONSUMERS ARE WILLING TO PAY MORE
  A heightened emphasis on e-commerce has made brand 
trust the top consumer priority, according to a new survey.
  Results from Salsify’s 2021 Consumer Research Survey 
indicate that 43% of respondents will continue to shop more 
online than in stores post-pandemic, with less than 10% 
of those under the age of 44 preferring in-store shopping. 
And nearly 90% of respondents are willing to pay more for 
something when it comes from a brand they trust.
  Forty percent of respondents said the most important 
factor in brand trust is high-quality ingredients, materials 
and craftsmanship. Nearly 30% said corporate responsibility 
was the top factor in building trust, while 16% cited good 
customer service.
  In addition, 45% of respondents said that high-quality 
images and detailed product descriptions is one of the top 
three reasons they trust a product online.   
Thirty percent ranked “being sold directly by 
the brand manufacturer” as a top three reason 
to trust a product online.
  Without these elements, nearly one-third 
of respondents said they wouldn’t buy a 
product online. However, more than half said 
they are very likely to buy when they receive 
personally relevant images, videos, text and reviews on a 
product page.
  “Success on the digital shelf means ensuring that your 
products are front and center wherever consumers search, 
and instilling brand trust. This study proves that exceptional 
commerce experiences — high-quality product images, 
descriptions and reviews — positively benefit both,” said 
Rob Gonzalez, chief marketing officer, Salsify. 
  More than 1,800 U.S. consumers were surveyed by Salsify 
between June and December 2020.

SEPHORA STILL NO. 1 IN PERSONAL EXPERIENCE
  A familiar name is ranked No. 1 in the fourth annual Retail 
Personalization Index. Beauty retailer Sephora claimed 
the top spot in the 2020 version of the index, compiled 
by marketing automation platform Sailthru, for the fourth 
straight year.
  Sephora increased its score 
to 89 points out of a possible 
100, up from 79 points from 
2019, thanks to its focus on 
omnichannel personalization, 
user engagement and new ways 
to provide personalized shopping 
experiences at home.
  Thrive Market and Best 
Buy placed second and third, 
respectively. Thrive Market doubled 
down on its omnichannel digital 
model, with well-orchestrated 
customer experiences.

SURVEY: FOR BRANDS, PRODUCT QUALITY MEANS TRUST
ADVERTISER NEWS
  Dollar Tree reported Q4 sales that missed Wall Street es-
timates and said it is ramping up its store growth and re-
modeling, with a push for a new format that combines both 
its banners. The discounter plans to open 600 stores and 
renovate 1,250 Family Dollar locations this year, with the 
openings consisting of 400 Dollar Tree stores and 200 Fam-
ily Dollar stores... The Michaels Companies is being ac-
quired in a deal that values the arts-and-crafts retailer at $5 
billion. Michaels said that it has entered into an agreement 
with private equity firm Apollo Global Management that will 
take the chain private. Michaels has more than 1,275 stores 
in North America... Target will build on its record 2020 sales 
growth by making big annual investments to continue scal-
ing capabilities across its online and brick-and-mortar retail 
platform. The discounter plans to invest approximately $4 bil-

lion annually during the next several years to 
accelerate new store openings — opening up 
to 40 stores annually — and store remodels, 
enhance fulfillment services and strengthen 
its supply chain… A shipping giant is focusing 
on electric vehicles and sustainable facilities 
as key components of a plan to achieve car-
bon neutrality. As part of its newly launched 

program to reach global carbon-neutral operations by 2040, 
FedEx is designating more than $2 billion of initial invest-
ment in three key areas: vehicle electrification, sustainable 
energy, and carbon sequestration. By 2040, FedEx wants its 
parcel pickup and delivery (PUD) fleet to be zero-emission 
EVs... Chico’s reported disappointing Q4 sales and gave 
an update on store closings and its plans to roll out in-store 
Soma shops. The struggling women’s apparel and acces-
sories retailer closed 40 stores in fiscal 2020, ending the 
year with 1,302 locations, including 640 Chico’s, 403 White 
House | Black Market and 259 Soma stores. It expects to 
shutter from 13% to 16% of its remaining store fleet during 
the next three fiscal years. Some 40 to 45 of the closures are 
planned for this year… The world of Ralph Lauren now in-
cludes a subscription apparel rental initiative. Ralph Lauren is

(Continued on Page 3)
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AVAILS
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach, Fla., market, has an incredible opportunity 
for you! WPBF 25 is looking for a dynamic 
sales superstar to join our phenomenal 
sales team. The ideal candidate will bring 
both broadcast and digital sales experience 
and will possess the drive and ability to thrive 
in a fast-paced, highly competitive market. Your creativity, 
originality and passion for developing new business will be 
encouraged and rewarded! CLICK HERE to apply. EOE. 

  KMSS-TV in Shreveport, La., is 
seeking an Account Executive to sell 
TV and digital advertising to existing and 
new businesses and agencies. The ideal 
candidate is coachable and goal-oriented 
with strong interpersonal skills. Are 
you motivated by an excellent product, 
great compensation and working with 
a talented team? We provide tools 
for powerful multi-platform marketing 
solutions creating partnerships, 
retaining and growing our client 

base. You provide sales ability, positive attitude, client 
focus and a desire to WIN! If you want to work for the 
best, send your resume to agivens@kmsstv.com. EOE. 
  KDVR Denver seeks a dynamic National Sales Manager. 
3-5 years of television sales management experience is 
preferred. 5+ years of television sales experience mandatory. 
Experience working in duopoly environment a plus! 
Experience handling political negotiations and FCC filings 
required. Top candidates will have excellent motivational, 
leadership and forecasting skills along with a proven track 
record of rate integrity and winning new business. Top 20 
market experience preferred but not required. CLICK HERE 
for full details or to apply now. EOE.
  Fox Carolina (WHNS-TV), a Meredith Corporation station, 
is in search of a Key Account Consultant who works 
with a local sales marketing team to determine strategy in 
maintaining, growing and developing local accounts for the 
team and station. The Key Account Consultant must be a 
creative concept seller who can work with a team to develop 
and sell custom marketing campaigns to local clients utilizing 
our growing suite of multi-platform products. The position 
must also work with the team to implement marketing plans 
and provide creative direction to clients. CLICK HERE for full 
details and to apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Startup Orby TV, which was launched by former Starz CRO 
Michael Thornton and ex-Disney executive Tres Izzard in 
September 2019 to ostensibly tap into a sizable craving for 
reliable linear pay-TV service in hard-to-reach regions of the 
U.S., is calling it quits. The Orby TV satellite receiver and 
remote cost $100, or $200 for one with a DVR... Mortgage 
interest rates last week rose at the fastest pace in over a 
year, throwing cold water on already cooling demand. Total 
mortgage application volume was essentially flat for the 
week, rising just 0.5% according to the Mortgage Bankers 
Association’s seasonally adjusted index.

NETWORK NEWS
  The longest-running primetime scripted series in television 
history keeps carrying on. Fox has renewed The Simpsons 
for its 33rd and 34th seasons, taking the series to 2023 and 
a total of 757 episodes, both new records... Actress-singer 
Pepi Sonuga (Famous in Love) has been tapped as a series 
regular opposite Eve and Naturi Naughton in Queens, 
ABC’s hourlong pilot. Sonuga is joining Queens after having 
been cast in the 2020 drama pilot Harlem’s Kitchen... 
Married couple Kristen Bell and Dax Shepard are taking 
their amped-up family game nights to a new level. NBC has 
ordered Family Game Fight, which will 
see the actors both host and compete 
in the 10-part series. The series, which 
will test brains, brawn and family bonds 
over the course of an hour, will see Bell 
and Shepard be adopted into a family of 
four as they compete in a series of games 
with a big cash prize up for grabs... Actor-
comedian Alec Mapa (Doom Patrol, 
Ugly Betty) has been cast as the co-
lead opposite Alec Baldwin and Kelsey 
Grammer in ABC’s straight-to-series 
multi-camera comedy. The untitled series, slated for the 
2021-22 season, follows three men — Grammer, Baldwin and 
Mapa — who were roommates in their 20s until their warring 
egos drove them apart. They reunite decades later for one 
more run at the lives they’ve always wanted... Scandal and 
United We Fall alum Guillermo Diaz is returning to ABC with 
a series regular role on National Parks, the network’s drama 
pilot co-written and executive produced by Yellowstone star 
Kevin Costner... Seth Meyers, host of Late Night with Seth 
Meyers, has renewed his deal with NBC to host the program 
through 2025... Home Economics, a comedy about three 
adult siblings and their varied economic outlooks, premieres 
on ABC on April 7. Topher Grace stars and executive 
produces. Caitlin McGee, Jimmy Tatro, Karla Souza and 
Sasheer Zamata are also in the cast.

STATIONS UTILIZE MADHIVE AD FREQUENCY TOOL
  Stations owned by Fox, E.W. Scripps and Tegna are getting 
a new tool from software company MadHive that will address 
ad frequency control and provide greater transparency for 
OTT and connected TV inventory, Broadcasting & Cable 
reports.
  The tool, Audience Forecaster, integrates into the MadHive 
tech stack that currently powers local reach extension efforts 
at the stations. MadHive provides stations with forecasts for 
linear and digital audience delivery.
  Audience Forecaster generates AI-driven recommendations 
and customizable control settings plus real-time data on 
campaign delivery by geography, demographics, purchase 
behavior and campaign constraints, including frequency 
across providers.
  “The concept of delivery guarantees is a longstanding tradition 
in the world of linear, but delivery can be difficult to predict in 
the programmatic landscape,” said Adam Helfgott, CEO at 
MadHive. “Developing an accurate forecasting methodology 
involves building a robust technical infrastructure capable of 
ingesting, organizing, and optimizing billions of signals. I’m 
proud of the hard problems we’ve solved under the hood that 
allows us to provide superior solutions for our customers.”
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FunnyTweeter.com

Apparently, autocorrect 
wants me to get my 

shirt together.

https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2010187/?utm_medium=jobshare
mailto:agivens@kmsstv.com
https://nexstar.wd5.myworkdayjobs.com/en-US/nexstar/job/CO-Denver100-E-Speer-Blvd-KDVRKWGN/Manager--National-Sales_REQ-8251
https://meredith.wd5.myworkdayjobs.com/EXT/job/South-Carolina-Greenville/Key-Account-Consultant_JR08989
https://www.spotsndots.com/site/forms/online_services/classified_ad/


 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

ADP: PRIVATE PAYROLL GROWTH LAGS IN FEB.
  Private payroll growth disappointed in February despite 
otherwise encouraging signs of economic growth, according 
to a report yesterday from ADP.
  Companies added just 117,000 positions for the month, well 
below the 225,000 forecast from economists surveyed by 
Dow Jones. The total also represented a sharp decline from 
the upward revised 195,000 jobs in January.
  The ADP report “is a disappointment given that the drop-
off in coronavirus case numbers and the resulting lifting 
of containment measures should be giving the economy 

a bigger shot in the arm,” said Paul 
Ashworth, chief U.S. economist at 
Capital Economics.
  Trade, transportation and utilities led 
sectors last month with the addition of 
48,000 positions. Education and health 
services increased 35,000, while the 
battered hospitality industry, which took 
the worst of the pandemic-related hit, 
added just 26,000 jobs. The sector is 
down 3.8 million positions from where it 
stood a year ago, just before the worst of 

the Covid-19 crisis hit.
  Professional and business services contributed 22,000 to 
the total. Manufacturing lost 14,000 jobs for the month.

ADVERTISER NEWS
(Continued from Page 1)
introducing The Lauren Look, which the company said 
is the first fully articulated rental model offered by a luxury 
brand. Launched exclusively in North America this week, the 
assortment includes a mix of new (including unique pieces), 
pre-owned and rented clothing. Starting membership fee is 
$125 per month... Abercrombie & Fitch Co. reported Q4 
earnings and sales that beat Wall Street expectations as it 
continued to trim its store portfolio. The apparel retailer said 
it closed eight “tourist-dependent” flagships during 2020, 
leaving it with seven operating flagships. It also shuttered 129 
non-flagship locations, resulting in 137 total store closures in 
fiscal 2020, for a 17% reduction in gross square footage.
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Dept. of Transportation

U.S. airlines lost more than 
$35 billion combined last 

year and passenger counts 
dropped by more than 60% 

from 2019 to about 370 
million, the fewest since 1984.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

DISNEY TURNS FOCUS TO SMALLER ADVERTISERS
  Disney is looking to level the playing field for small to 
medium-size businesses and DTC brands that typically don’t 
advertise on traditional TV during this year’s ad haggle, with 
its suite of tech and data products, Ad Age reports.
  The company outlined a five-year plan, which includes 
unifying all of its screens, having more than 50% of its business 
automated, and the majority of its supply addressable for both 
digital and linear, during its first tech showcase to agencies 
and clients.
  The goal is to make every impression count, make it easier 
to buy across the portfolio and remove the 
friction out of the buying process. “This will 
require a new way of doing business,” says 
Lisa Valentino, executive VP of client 
solutions and addressable enablement, 
Disney ad sales.
  This doesn’t mean the way ad deals are 
done during this year’s upfront negotiations 
will be totally upended, but Disney is 
making incremental steps toward this goal 
and is looking to woo brands that have 
traditionally relied on digital marketing and 
are likely more open to these ways of doing business.
  As part of the showcase, Disney unveiled its Disney 
Real-Time Ad Exchange, dubbed DRAX, which is a video 
header-bidding solution designed to flatten the waterfall and 
give parity to all deals, as well as deliver choice and control 
to clients.

AIRLINES PLAN FOR REBOUND AFTER DISMAL 2020
  U.S. airlines are laying the groundwork for a travel rebound 
that still looks months, if not years, away. CNBC reports 
some carriers are buying new planes, while others are 
training pilots and even adding staff.
  To be sure, U.S. airlines are still struggling, losing $150 
million a day, said Nick Calio, CEO of Airlines for America, 
an industry group that represents United Airlines, American 
Airlines, Delta Air Lines, Southwest Airlines and other 
major carriers. U.S. airlines lost more than $35 billion, 
combined, last year and passenger counts dropped by more 
than 60% from 2019 to about 370 million, the fewest since 
1984, according to the U.S. Department of Transportation.
  Capacity is down by half compared with last year while 
passenger traffic is still off more than 60%, the industry group 
said.
  But with vaccinations rising and new COVID-19 infections 
well off their highs of early January, airlines are starting to see 
glimmers of a recovery. Discount carriers like Spirit Airlines 
and Allegiant Travel Co. have been the most optimistic. 
Spirit plans to start training new pilots and flight attendants 
this month for the first time since early in the pandemic.
  Their business models focused on price-sensitive domestic 
leisure travel even before the pandemic, which has fared 
better than international and business travel over the past 
year. Those two, sometimes overlapping segments, were a 
pillar of big network airlines before COVID-19 spread around 
the world.
  The turnaround won’t be immediate with travel restrictions 
on longer-haul trips expected to linger until more people are 
vaccinated. Airlines for America estimates it will take until 
2023 or 2024 to get back to 2019 passenger volumes.


