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U.S. ‘FOUND A NEW APPRECIATION’ FOR VEHICLES
  Nearly 60% of car buyers responding to a Cars.com survey 
said the pandemic influenced their decision to purchase 
a vehicle. More than 50% bought sooner than originally 
planned, according to the company’s national survey of 
more than 1,500 online respondents, released this week.
  Another insight from the survey, Auto Remarketing 
reports, is that over the past year, at-home delivery and 
virtual services by local dealerships skyrocketed.
  Also over the past year, 38% of car buyers were in urban or 
city areas. Three out of four city dwellers said the pandemic 
influenced their decision to buy.
  Those are just some of the facts and figures from the Cars.
com survey, which takes place one year after the start of what 
it describes as a historic worldwide pandemic that changed 
commerce and transportation, maybe permanently.
  As for Cars.com, the company said 
shoppers spent 30 million hours on 
the site over the last year as the stay-
at-home economy took hold. That is a 
9% increase since March of last year, 
according to Cars.com internal data.
  Many first-time and urban buyers entered 
the auto market, which Cars.com said 
indicates a shift away from public or shared transportation. 
A heightened demand exists for the freedom and security 
provided by car ownership, according to the company.
  The survey showed that more Americans are prioritizing 
car ownership, as 36% of car purchasers since March 
2020 were first-time car buyers. Accelerated purchasing 
timelines, growing demand for technology and safety 
features, and an average price increase for new and used 
vehicles accompany that trend, Cars.com said.
  “One year ago, our world changed as we shifted to digital-
first and faced significant transformations in work, travel 
and commerce,” Cars.com chief executive officer Alex 
Vetter said in a news release. “Americans quarantined in 
their homes found a new appreciation for their cars, which 
offered a much needed, safe escape and an extension 
of home during uncertain times. As the U.S. begins to 
open up... Our next normal demands convenient virtual 
experiences, online car-buying 
options and local home delivery.”
  According to Cars.com, prices 
rose for consumers because 
of increased demand, supply 
challenges and a global chip 
shortage.
  New-vehicle average prices rose 
4.8% year-over-year, while used-
vehicle average prices increased 
9.7% year-over-year. Used 
vehicles sold five days faster on 
Cars.com from the same period a 
year ago.

ONE YEAR INTO PANDEMIC, CAR OWNERSHIP A PRIORITY 
ADVERTISER NEWS
  Activist investors who are looking to shake up Kohl’s busi-
ness have lowered their previous demand for nine seats on 
the company’s board to five. The group issued a statement 
saying its “campaign is to construct the strongest possible 
Board with directors who possess relevant retail, capital allo-
cation, strategy and corporate governance expertise — and 
who will also serve as strong advocates for shareholders.” 
Kohl’s has rejected the demands of the investor group up to 
this point... Hugo Boss is forecasting a gradual uptick in its 
business from April on as the pandemic comes under some 
semblance of control and workers begin returning to their 
offices. “There is a desire in the population in many coun-
tries to go out again, to shop again,” said Hugo Boss CEO 
Yves Mueller. The brand’s formalwear sales represented 
about 25% of its total sales last year, down from 35% the 

year before… BMW expects profit to rise 
this year, building on positive momentum 
from late last year when sales recovered 
in key regions. Pent-up demand during 
the second half of last year helped boost 
profitability, BMW said yesterday. Pretax 
profit for the year still fell 35% to $5.7 bil-
lion, slightly better than analysts estimat-

ed... Lithia Motors Chief Executive Bryan DeBoer said his 
company could lead a consolidation of some publicly listed 
auto dealer groups to compete with online-only upstarts ca-
tering to younger, more internet-savvy car buyers. DeBoer 
said mergers with three public companies would allow Lith-
ia to expand more rapidly and turn its focus to building out 
its online sales platform… Adidas is looking to drive sales 
growth at an annual clip of 10% and plans to get there with 
a major investment in its consumer-direct online business, 
Bloomberg reports. The company would like half of its sales 
to come from consumer-direct channels by 2025... Bottle-
necks at West Coast ports have caused delivery delays of 
some imported cheeses and other products, such as furni-
ture, garden and lawn equipment, olive oils and seafood, to

(Continued on Page 3)
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AVAILS
  WFTS-TV in Tampa, Fla., is seeking a Senior Account 
Executive to sell TV and digital advertising in the beautiful, 
sunny Tampa Bay Market. The ideal 
candidate will have a strong proficiency 
with connected TV and digital products, in 
addition to broadcast TV experience. Are 
you motivated by an excellent product, 
great compensation, extensive training 
with the Scripps Sales Process and working with a talented 
team? WFTS provides powerful multi-platform marketing 

solutions that create long-term client 
partnerships. Submit your resume or get 
full job details HERE.
  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.

See your ad here tomorrow! CLICK HERE for details.

EXEC: 41% OF AVOD CONSUMPTION ON YOUTUBE
  As the ad-supported VOD market skyrockets, including 
adoption of a new FAST acronym (free ad-supported 
streaming television), major media companies are clamoring 
to get a seat on the bandwagon, Media Play News reports.
  “Not so fast,” would appear to be the advice of Neal Mohan, 
Chief Product Officer of YouTube, who, in a blog post 
contends the Google-owned streaming platform already 
has dominant market share in the AVOD ecosystem.
  Mohan says 41% of all ad-supported VOD viewing is 
currently done on YouTube, a reasonable assessment 
considering the platform, along with Netflix, literally created 
the streaming video market.
  According to eMarketer, more than 106 million U.S. 
households are projected to watch streaming content in 
2021, surpassing pay-TV. More than 82% of Internet-
connected TV reach occurs through five streaming services: 
Netflix, YouTube, Amazon Prime, Hulu and Disney+, 
according to Comscore. Only two of the platforms sell ads: 
Hulu and YouTube.
  “All of this makes clear how Internet-connected TV has 
opened a significant new chapter for video on YouTube and 
beyond,” Mohan wrote.
  The executive claims 70% of YouTube viewers have 
purchased products advertised on the platform. Last 
December, more than 120 million people in the U.S. 
streamed YouTube or YouTube TV on their TV screens.
  “There’s another interesting viewing behavior emerging,” 
Mohan wrote. “A new generation of viewers chooses to watch 
YouTube primarily on the TV screen: Also in December, over 
a quarter of logged-in YouTube CTV viewers in the U.S. 
watched content almost exclusively on the TV screen.”

U.S. ON NEAR-RECORD HOMEBUYING SPREE
  The American dream of homeownership has not been 
dampened by the COVID-19 pandemic and the economic 
downturn it has caused, Pew Research Center reports.
  In Q4 2020 there were an estimated 82.8 million owner-
occupied households in the U.S., according to recently 
released Census Bureau data. The number of homeowners 
increased by an estimated 2.1 million over the prior year. 
Based on Q4 non-seasonally adjusted data, this matches the 
largest prior net increase in homeowners that occurred during 
the housing boom between 2003 and 2004 (2.1 million).
  Some of the growth in homeownership 
is attributable to overall growth in the 
economy and in the number of households 
in the U.S. over time. The addition of 2.1 
million homeowners in 2020 represents 
an annual increase of 2.6%. This is the 
seventh largest percentage increase in 
homeowners dating back to 1965.
  A substantial amount of the increase in 
homeowners has occurred since the onset 
of the coronavirus outbreak in February. 
The net number of homeowners is up 1.6 
million since Q1 2020.

CLOTHING MAKES COMEBACK VIA ONLINE SURGE
  Apparel sales in the U.S. bounced back in a big way last 
month, powered by a jump in online purchases as consumers 
altered their spending habits, Linda Kirkpatrick, president 
of Mastercard North America, told CNBC.
  “We’ve definitely seen a shift in the way consumers are 
spending throughout the pandemic,” Kirkpatrick said. “Almost 
three-quarters of all apparel purchases were made online in 
February, and this is up from 47% just a year ago.”
  Apparel sales overall declined 5.3% during the month, but 
e-commerce spending didn’t miss a beat. Online clothing 
sales spiked 47% year over year, according to data from 
Mastercard Economics Institute. February, the month of 
Valentine’s Day, also saw overall spending on jewelry rise 
almost 6% from the year prior. Meanwhile, online jewelry 
sales jumped 63%, the company said.
  The increase in digital sales for the two categories came as 
retail sales as a whole in February rose 5% year over year, 
the company said. That’s compared with levels that preceded 
last year’s economic shutdowns triggered by the pandemic.

WEEKLY JOBLESS CLAIMS LESS THAN EXPECTED
  Weekly jobless claims rose less than estimates last week but 
remained above pre-pandemic levels as the U.S. economy 
tried to shake off the impact of COVID-19.
  The Labor Department yesterday reported that first-time 
filings for unemployment insurance in the week ended March 
6 totaled a seasonally adjusted 712,000, below the Dow 
Jones estimate of 725,000.
  Filings for state jobless aid, seen as a proxy for layoffs, 
have slowed in recent weeks but remain firmly above pre-
pandemic levels. The four-week moving average, which 
smooths out fluctuations in weekly numbers, was 759,000.
  The pre-COVID record for first-time applicants was 695,000.
  Continuing claims again decreased, falling 193,000 to 4.1 
million, another pandemic-era low, in data that runs a week 
behind the headline claims number.
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The guy who named 
Newfoundland really didn’t 

try at all, did he?
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UPDATE: DISNEY-NHL DEAL HAS $2.8B PRICE TAG
  The seven-year agreement between Disney’s ESPN and 
the National Hockey League has an approximately $2.8 
billion cost attached, sources tell The Wall Street Journal.
  The deal will bring the Stanley Cup Finals to Disney’s 
ABC and make hundreds of local-TV games available on the 
ESPN+ streaming service.
  The pact, which starts at the beginning of the 2021-22 
season, puts dozens of national regular-season games 
exclusively on ESPN’s traditional TV networks and ABC 
and gives ESPN+ and Hulu the exclusive rights to stream 

75 national regular-season games, the 
companies said.
  The companies said the deal gives 
ESPN the rights to stream 1,000 local-
TV games on ESPN+ for people living 
in different media markets. That offering, 
previously available on the NHL.TV 
streaming service, will be shut down, a 
person familiar with the matter said.
  In addition to the digital rights, the deal 
between ESPN and the NHL reportedly 
covers the TV rights for about half of the 

league’s playoffs and regular-season games. The league is 
said to be in talks with several other media companies to 
license the other half.
  Comcast’s NBCU has a current 10-year pact with the NHL 
that’s valued at $2 billion. It expires at the end of this season.

THIS AND THAT
  The oil and gas industry is limiting production as demand 
remains low. The New York Times says this may set up a 
scenario in which prices spike this summer as the pandemic 
comes under better control and economic activity and fuel 
consumption rise. AAA is forecasting that consumers in 
some states may be paying as much as $4 a gallon in the 
summer months... The cost of goods purchased by U.S. 
consumers rose 1.7% in February, following a 1.4% increase 
in January. Underlying inflation remains under control as 
demand for services such as airline travel, which have been 
curtailed during the pandemic, have yet to rebound.
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Nielsen

Procter & Gamble was the top 
U.S. television advertiser in 

2020 with a total spend of $2.3 
billion. Berkshire Hathaway 

was second with $1.41 billion.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

P&G: 2020’S BIGGEST TELEVISION ADVERTISER
  Procter & Gamble once again was the top TV advertiser in 
the U.S. during 2020, but it also was the most cost-efficient 
— by a wide margin — according to a MediaPost analysis 
of data from Nielsen.
  The analysis, which includes all broadcast, cable and 
Spanish-language, syndication and spot TV advertising 
buys made during 2020, shows that P&G spent more than 
$2.3 billion, generated more than 463 billion impressions of 
U.S adults two years or older, and yielded an average CPM 
(cost per thousand) of $4.99.
  That’s nearly twice as cost-efficient as 
its next most efficient TV advertiser — 
Berkshire Hathaway’s $8.28 average 
CPM — and nearly three times more cost 
efficient as Ford’s average $14.88 CPM.
  In terms of total spending, P&G was 
followed by Berkshire Hathaway ($1.41 
billion), AbbVie ($1.16 billion), General 
Motors ($1.09 billion), Toyota ($1.07 
billion), Amazon ($1.06 billion), Ford 
($957.1 million), T-Mobile ($887.7 
million), AT&T ($875.2 million) and 
Comcast ($855.9 million).

HIGH-CREDIT CONSUMERS RETURN TO NEW CARS
  Customers in the highest credit tiers opted for new vehicles 
in larger numbers in the fourth quarter, credit bureau 
Experian says.
  The shift from used vehicles was driven in part by past 
and upcoming stimulus checks, residual incentive activity 
from the third quarter and tight inventory, though the credit 
bureau said the exact reasons for the shift were unclear, 
Automotive News reports.
  The trend of higher-credit consumers opting for used 
vehicles was disrupted last year when strong automaker 
incentives enticed those buyers to the new-vehicle market. 
Residual incentives and forthcoming stimulus checks may 
account for why prime customer share of new-vehicle 
originations rose in Q4, said Melinda Zabritski, Experian’s 
senior director of automotive financial solutions.

ADVERTISER NEWS
(Continued from Page 1)
Costco’s warehouse clubs. Costco CFO Richard 
Galante expects improvements, but for the near term the 
issue will affect the retailer and many others selling the 
same products… Ahold Delhaize plans to increase its 
investments in driving online sales after it saw revenues 
jump more than 100% in the U.S. last year. “We doubled 
our investments in omnichannel in 2020, and we will do that 
again in 2021,” said CFO Natalie Knight… Demand for 
furniture has risen dramatically as more Americans spent 
increasing amounts of time working and going to school 
in their homes. Furniture sales were up 12% last year and 
increasing demand has led to supply chain bottlenecks, 
The Washington Post reports... Lowe’s is sponsoring 
community restoration projects in 100 U.S. cities and towns. 
The retailer is celebrating 100 years in business with a 
pledge to invest $10 million in a wide variety of projects. “It’s 
a way to state our long standing commitment of community 
service,” said Lowe’s CEO Marvin Ellison.


