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FORD MOTOR HONORED FOR F-SERIES TRUCKS
  General Motors kept its status as the top manufacturer for 
customer loyalty for the sixth straight year in IHS Markit’s 
Automotive Loyalty Awards program, while Ford Motor 
Co. again won major honors for loyalty to a specific make.
  The awards are based on 12.4 million new retail vehicle 
registrations in the U.S. in 2020.
  GM’s defense of the top spot stemmed from a 69% 
customer retention rate and the popularity of its utility and 
pickup lineups: 93% of returning owners bought another GM 
utility vehicle or pickup in 2020, IHS Markit said.
  Ford won its 11th consecutive award in the Overall Loyalty 
to Make category. The Ford brand’s leadership in pickups 
helped foster a loyalty rate of 63%. IHS Markit noted 
customers were particularly loyal to F-Series trucks.
  IHS Markit added a category this year that recognizes the 
ability to retain owners of hybrid or electric vehicles and 
convince them to purchase alternative powertrain vehicles. 
Tesla was honored for its 55% loyalty rate in that category, 
which IHS Markit attributed to the automaker’s battery-
electric vehicle selection.
  “In such a competitive environment, 
OEMs have been diligent in their 
strategic marketing efforts, and it’s clear 
these initiatives have been a core focus 
for this year’s winners,” Joe LaFeir, IHS 
Markit senior vice president, said in a statement.
  Tesla won in conquest, another key metric. The brand 
captured 81% of gasoline customers who purchase an EV. 
Its conquest volume increased 6% from 2019.
  The Most Improved Loyalty to Make award went to Alfa 
Romeo. IHS Markit credited the brand with “an aggressive 
lease strategy” and noted rising interest in the Stelvio 
compact crossover. Its make loyalty rose 9 percentage 
points from 2019. Lincoln won for highest loyalty to dealers. 
Genesis won for its ability to convert conquests to brand 
loyalists, its first-ever loyalty award from IHS Markit.
  Ethnic consumers accounted for 34% of all vehicle 
registrations in 2020, making them a key focus of 
manufacturers and brands looking for sales opportunities in 
a declining market.
  Recognizing the importance of 
ethnic loyalty since 2008, IHS Markit 
has acknowledged four brands for 
their efforts in retaining their diverse 
customer base. For African American 
Loyalty to Make, Ford and Toyota tied 
for leadership in 2020, each achieving 
a loyalty rate of 63% among African 
Americans.
  The Asian Loyalty to Make award 
was captured for the first time by 
Tesla, with 55% loyalty. Toyota was 
recognized for the Hispanic Loyalty to 
Make award, with 64% loyalty.

GM DEFENDS TOP SPOT IN IHS MARKIT LOYALTY AWARDS 
ADVERTISER NEWS
  This time last year, the National Basketball Association 
and Women’s National Basketball Association never 
seemed like they needed an official cleaning sponsor. 
But they have one now in Clorox Co. Nearly a year into 
the COVID-19 pandemic, the NBA and WNBA last week 
announced a partnership with Clorox to supply disinfecting 
products for games and events, including yesterday’s NBA 
All-Star Game in Atlanta... Jeep’s soon-to-be-revealed 
Wagoneer and Grand Wagoneer will be the first vehicles 
in the automotive industry to integrate Amazon Fire TV 
for Auto, according to the automaker. In-car connectivity 
will allow passengers to stream their favorite shows or 
movies together or separately while staying linked to their 
digital lives, with access to apps and Alexa. Passengers 
can view Fire TV in high definition from the rear seats and 
the front passenger screen (a privacy filter disables driver 
viewing)… Dollar Tree plans a major expansion for a 
new concept store, introduced a little over a year ago, that 
combines its namesake and Family Dollar banners into a 

single storefront. The format targets rural 
communities of 3,000 to 4,000 people. 
CFO Kevin Wampler told analysts the 
combination format could reach 3,000 
stores “at a minimum,” according to a 
Seeking Alpha transcript. The retailer 

opened 32 combination stores in the second half of 2020, 
and now operates a total of 50. Comparable sales are up 
20% on average at the new format stores, Dollar Tree said… 
In a report that highlighted the stark differences among its 
brands, Gap Inc. said Q4 net sales fell 5% to $4.4 billion. 
Online sales rose 49% year over year and as a percentage 
of net sales rose more than 17 points to 46%, while store 
sales fell 28% due to both pandemic-related and permanent 
closures. Comps in the period (digital sales plus open stores) 
were flat. Old Navy net sales rose 5%, with comps up 7%, 
while Athleta net sales rose 29%, with comps up 26%. By 
contrast, Gap net sales fell 19%, with comps down 6%, and
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AVAILS
  KDVR Denver seeks a dynamic National Sales Manager. 
3-5 years of television sales management experience is 
preferred. 5+ years 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.

COMSCORE NARROWS ’20 LOSSES, Q4 REVS DOWN
  Preliminary 2020 financial results show Comscore has 
significantly narrowed its losses in the last three months of 
the year and for the year overall, Television News Daily 
reports.
  The media measurement company had a 2020 yearly net 
loss of $47.9 million, compared to $339 million in 2019. In 
Q4 it was $13.2 million versus $21.4 million in the last three 
months of 2019.
  Still, Comscore witnessed lower revenues — down 8% for 
the year to $356 million and off 6% for Q4 to $90 million.
  Earlier this year, Comscore secured investment deals from 
Charter Communications and Qurate Retail and Cerberus 
Capital Management — companies with e-commerce and 
loyalty shopper data businesses, respectively.
  Financing from these investments will raise $204 million. 
The goal is to pay down long-term debt, which at the end of 
2019 stood at $199.1 million.

THIS AND THAT
  Dish Network is dropping the NBC Regional Sports 
Networks. Dish’s contract to carry the NBC RSNs expires 
April 1 and the company has notified subscribers that 
those RSNs will no longer be available on Sling as of 
that date, reports NextTV... According to data supplied by 
mobile analytics company Sensor Tower, the iOS version 
app for ViacomCBS’ new subscription streaming service, 
Paramount+, has been downloaded around 600,000 times 
since debuting last Thursday morning. According to Sensor 
Tower, Paramount+, which is base priced at $4.99 a version 
with limited advertising, has generated $3 million so far on 
service signups through Apple’s App Store.

HARD-HIT INDUSTRIES GAIN JOBS IN FEBRUARY...
  The U.S. economy is set up for a stronger recovery this 
spring after a February surge in hiring at restaurants and 
other hospitality businesses created the best monthly job 
growth since last fall, The Wall Street Journal reports.
  Employers added 379,000 jobs in February and January 
gains were revised higher to 166,000 jobs, the Labor 
Department said Friday. The pickup comes after employers 
cut jobs late last year.
  The unemployment rate, determined by a separate survey, 
ticked down to 6.2% last month. The rate is well below a 
near 15% pandemic peak in April 2020, 
but remains above 2019’s 50-year lows. 
Overall, the U.S. has 9.5 million fewer 
jobs than a year earlier, just before the 
coronavirus pandemic took hold in much 
of the U.S.
  In February, most of the job gains 
occurred in the leisure and hospitality 
sector, which includes restaurants, 
adding 355,000 jobs. There were smaller 
increases in temporary help services, 
manufacturing and healthcare.

... AS ADVERTISING REBOUNDS WITH 3,500 GAIN
  Employment in advertising, public relations and related 
services rose by 3,500 jobs in February, a positive sign for 
agencies following a sharp drop in January, Ad Age reports.
  Digital media continued to be the ad industry’s bright spot, 
with internet media staffing breaking a new record.
  U.S. employment in advertising, public relations and related 
services increased to 435,300 jobs in February, a rebound 
from its pandemic period low of 431,800 in January.
  That bucket includes ad agencies, PR agencies and 
related services such as media buying, media reps, 
outdoor advertising, direct mail and other services related 
to advertising. Ad agencies account for the biggest portion 
— about 43% — of jobs in that bucket.
  U.S. ad agencies cut 4,800 jobs in January. That reduced 
staffing to 186,000, the lowest point since 2014. Ad agency 
employment is reported with a one-month lag, so February 
figures aren’t yet available.

FEB. NEW LIGHT-VEHICLE SALES DOWN SLIGHTLY
  Following a strong start to 2021 in January, new light-
vehicle sales fell slightly in February to a SAAR of 15.7 
million units, according to Wards Intelligence.
  Sales were hampered by severe weather throughout 
much of the country that caused prolonged power outages, 
temporary production stoppages at auto plants and some 
dealership closures.
  Tight inventory levels caused by strong retail demand in 
recent months, coupled with impacts from the current global 
microchip shortage, also impacted sales in February as raw 
sales volume in February totaled 1.18 million units — down 
12.6% from February 2020. But after adjusting for two fewer 
selling days this February than in last February, raw sales 
volume was only down by a little over 5%.
  Following the trends seen in recent months and after 
adjusting for selling days, preliminary estimates for February 
show year-over-year retail sales gains of 3% and fleet sales 
declines of 29%.
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RETAILERS FACE OMNICHANNEL GROWING PAINS  
  Retailers are aware of sharp increases in BOPIS and 
curbside pickup orders, but they’re falling behind in their 
response.
  According to a new survey of retail executives from Incisiv 
and Manhattan Associates, 97% of respondents expect 
BOPIS and curbside pickup orders to either stay the same 
or increase over the next six months. Eighty-five percent 
ranked inventory accuracy as a top priority to improve BOPIS 
and curbside pickup options.
  The survey showed retailers are taking some steps to 

manage growing omnichannel commerce 
activity. More than seven in 10 (72%) 
are planning to increase store space 
dedicated to online order fulfillment, and 
almost half (48%) are planning to offer 
associates guided steps to pick an online 
order.
  Despite this planned dedication of store 
space and staff to omnichannel order 
fulfillment, 54% said their store teams 
lack the data and tools to converse 
with customers digitally, and 85% said 

their store teams can’t share personalized look books or 
promotions digitally. Store teams at 71% of respondent 
organizations cannot currently manage engagement, 
checkout and fulfillment tasks via a single interface.
  In addition, store associates at 88% of respondent 
organizations do not have the ability to sell an in-store item 
to shoppers remotely. Perhaps it is not surprising that an 
increase in the volume of online orders fulfilled from stores 
has led to reduced profitability for 79% of respondents.

ADVERTISER NEWS
(Continued from Page 1)
Banana Republic net sales fell 27%, with comps down 22%... 
Diane von Furstenberg’s clothing rental service, DVF Link, 
“is no longer active,” according to a spokesperson for the 
company. DVF declined to comment on when it shut down 
the service or why. The luxury retailer does have a “major 
presence” with the online rental platform Rent the Runway, 
according to the company… Big Lots reported a Q4 profit 
that beat analysts’ expectations and provided an upbeat 
outlook for the first quarter. The discounter, which ended 
the year with 1,410 stores, also said it would accelerate new 
store openings in 2021. It says it will open 50 to 60 stores 
this year.
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guided steps to pick an
online order.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

LAWN CARE FANS, HOME-IMPROVEMENT VIEWERS
  Spring is here and so is the yard work that comes with 
it! Yard Care + Landscaping Enthusiasts are turning to 
their TVs to learn about this 
year’s trends and deals, as 
they are 66% more likely 
than others to say home-improvement TV shows are their 
favorites.
  This year, Yard Care + Landscaping Enthusiasts plan to 
pay for landscaping work (24.6%), services for their lawns 
(16.5%), outdoor power equipment used for yard work 
(14.4%) or a new fence or gate (10.5%). 
They’ll need some place to store that 
equipment, which is why 7.2% will 
purchase a shed or outbuilding this year.
  After spending time sprucing up their 
yards, these outdoor lovers will cook out 
on the new grill they plan to buy (14%). 
  These shoppers don’t plan to be home 
all the time, though. Once the outdoor 
events scene welcomes back guests, 
nearly 29% of Yard Care + Landscaping 
Enthusiasts will make state and county 
fairs a key destination. They’re also 105% more likely than 
other consumers to hit up a home and garden show. 
  Nearly 64% of Yard Care + Landscaping Enthusiasts 
watch more than three hours of TV every day, which is 
fantastic news for advertisers since last year they took 
action after seeing TV commercials (57%) and streaming 
TV ads (35.1%). They’re also 29% more likely to visit the 
website of a local TV station where they can be exposed to 
even more ads.
  Source: AudienceSCAN from AdMall at SalesFuel.

2021 SEES ITS SECOND CTV AD FRAUD SCHEME
  Another CTV ad fraud scheme has hit servers in recent 
weeks — the second one discovered this year — with a 
estimated advertising cost of $5 million per month, according 
to DoubleVerify.
  This follows the ParrotTerra scheme discovered in 
February by DoubleVerify, estimated to have cost a much 
greater $30 million to $50 million in ad dollars, spoofing 
some 3.7 million devices.
  DoubleVerify says the current SneakyTerra hack 
purchases real impressions. Then SneakyTerra inserts 
impression trackers from multiple ads into one creative 
from an ad server. When an actual CTV platform receives 
the creative request, all impression trackers respond, 
generating multiple impressions.
  The platform says the SneakyTerra hack got to more 
than 2 million devices each day, costing advertisers more 
than $5 million per month, based on an average $20 CPM 
across CTV.
  In 2020, DoubleVerify identified more than 10 of these 
CTV fraud schemes.
  “Fraud follows the money, and the revenue opportunities 
in CTV are growing rapidly,” stated Mark Zagorski, CEO 
at DoubleVerify. Zagorski is referring to increasingly high 
levels of ad dollars now following to CTV — especially high-
priced, premium streaming video inventory.
  Estimates are the total CTV marketplace could amass $11 
billion in advertising revenue in 2021.
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