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CARS.COM: ONLINE TRAFFIC RISE RAISES HOPES
  The car industry was already under pressure entering 
2020 — and COVID-19 only added to the stress.
  Despite the added burden, automakers seem surprisingly 
hopeful about online sales and a rebound that’s on its way. 
More than other car brands, luxury automakers have the 
data to support their optimism, according to MediaRadar. 
  “In the last seven days, luxury searches on our site are up 
25%,” Cars.com CEO Alex Vetter told Penta. “The bounce 
is becoming very apparent.” Are pent-up 
consumers with steady jobs preparing 
for their next exciting purchase?
  COVID-19 has caused global car sales 
to drop over the last several months, 
with many automakers reporting that 
April was the worst month for sales in 
decades.
  According to The Wall Street Journal, industry-wide 
U.S. auto sales in April were down 50% on a year-over-
year basis, and the selling pace was the lowest since 1979. 
Though overall sales dropped off, online sales helped 
soften the blow. Not to mention, a 50% cut felt better to 
automakers than the 80% drop-off in China.
  “It is really not doom and gloom,” said Tyson Jominy, 
vice president of data and analytics at research outfit J.D. 
Power. “It’s pretty remarkable how quickly we’re actually 
rebounding.” Many are predicting a strong rebound in the 
U.S.
  BMW CEO Oliver Zipse recently told shareholders there 
was a “glimmer of hope coming from China.” Despite the 
88% drop in sales for the luxury brand in February, sales 
were up 14% year over year in April.
  The 14% increase is impressive considering the massive 
cut just months prior and the fact that general passenger 
car sales are still down 1.5%. While the market is certainly 
different in China than the U.S., the rapid increase in luxury 
sales provides hope to U.S. counterparts.
  Vetter reports the bulk of online car shoppers are typically 
looking for vehicles under $20,000, but last month the 
number of searches for cars over $30,000 doubled.
  Cars.com research shows people are using their cars to 
go on leisurely drives to get out of the house, while others 
who previously used ride-hailing or alternative forms of 
transportation are looking for their own private vehicles. 
  The total national auto advertising in April was down 25% 
month over month. This is significant because last year 
spend was flat between March and April, showing that this 
is not a seasonal drop.
  On average, the weekly ad spend of mass automakers 
dropped 30% month over month. The average weekly 
spend of luxury car brands also dropped, but not by nearly 
as much. Luxury ad spend experienced a 16% month-over-
month decrease.
  Brands that are still actively advertising include BMW, 
Mercedes-Benz, Lexus and other luxury lines.

SALES REBOUND AHEAD FOR LUXURY AUTOMAKERS?
ADVERTISER NEWS
  Dillard’s fiscal quarter runs essentially from February 
through the beginning of May, so with more than six 
weeks of shutdown, the numbers were predictably dire. 
Total retail sales (excluding the company’s construction 
business) were down 47%. The chain started to reopen 
stores two weeks ago and expects to have 241 traditional 
stores and 29 clearance centers open by the end of this 
week…CFRA Holdings, an IHOP franchisee that had 

operated 49 restaurants in the Carolinas, 
Virginia and Tennessee, has filed for 
bankruptcy protection and closed its 
restaurants. Chainwide, IHOP units have 
only produced about 25% of normal 
revenue since stay-at-home orders 
were initiated… Quiznos is the latest 
restaurant chain to get into the business 

of delivering products from its supply chain directly to 
consumers. Items available for curbside pickup include 
the chain’s signature sauces and soups… 7-Eleven is 
starting to offer some of its most popular food items for 
home preparation, including pizza, chicken tenders, wings 
and taquitos… Panera is taking curbside delivery to a new 
technological level. Its “geofencing” technology alerts store 
personnel that the customer’s car has driven into the vicinity 
of the store, allowing for a faster interaction. In-store wi-fi 
has also been enhanced to allow customers who choose to 
eat at outdoor tables to use the service… Here’s at least a 
couple of signs of a return to normalcy: Publix is expanding 
its shopping hours after they had been cut back when the 
pandemic started. Stores will now operate from 7 AM to 
9 PM daily, and the hours that had been designated for 
older shoppers are again open to everyone. Meijer also is 
expanding hours (back to a 6 AM-to-midnight schedule), 
but retains designated shopping hours for seniors and 
essential service providers on some weekday mornings… 
Apple is reopening 25 of its U.S. stores this week. Shoppers 
will need to have their temperatures checked when entering 
and will need to wear a mask. Apple will provide one if the 
customer needs it… The Wall Street Journal reports there 
have been some significant shifts in the beer business since 
the COVID-19 pandemic started.  Mainstream beers, which 
had been losing share for several years, have reversed the 
trajectory, while smaller craft brewers have seen declines 
as restaurants, tap rooms and other out-of-home places 
have been shuttered. The Journal noted mainstream brands 
such as Bud Light, Coors Light and Miller Lite have seen 
sales at retail stores go up 10.7% since early March… A 
lot of media made a lot of money earlier this year when 
Michael Bloomberg was a candidate for the Democratic 
presidential nomination. While he dropped out after defeats 
in the primaries, CNBC is reporting Bloomberg is “plotting 
a massive spend blitz” to support presumptive Democratic
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VIDEO GAME INDUSTRY ENJOYS RECORD Q1
  The long-running video game sales slump is over, Media 
Play News reports. Gamers in Q1 (ended March 31) spent a 
record $10.86 billion on hardware, software and accessories, 
according to new data from The NPD Group. That’s up 9% 
from $996 million in the previous-year period.
  After months (if not a year or so) languishing, the games 
market got a boost when national and local governments 
mandated at-home quarantine measures to thwart the 
spread of the coronavirus. With millions of people limited to 
home entertainment, video game use/consumption spiked.

  Software sales across all physical 
formats and digital increased 11% to 
$9.58 billion from $8.63 billion last year. 
Ongoing strong sales of Nintendo 
Switch upped hardware sales 2% to 
$773 million from $758 million.
  “Video games have brought comfort 
and connection to millions during this 
challenging time,” analyst Mat Piscatella 
said in a vlog post. “As people have 
stayed at home more, they’ve utilized 
gaming not only as a diversion and an 

escape, but also as a means of staying connected with family 
and friends.”

U.S. FURNITURE KEY SOURCES POST 6% GROWTH
  Consumer spending on furniture and bedding was up 2.8% 
in 2019, and four of the companies on Furniture Today’s 
Key Sources for the U.S. Furniture Market performed 
above that threshold.
  The list grew revenues by 6%, reaching $12.1 billion in 
2019, and two companies saw double-digit percentage gains 
in U.S. sales. RHF Investments had the largest percentage 
gain year-over-year, with growth of 25.6%, going from an 
estimated $195 million in 2018 to $245 million in 2019.
  The second-largest percentage increase in 2019 came 
from Ashley Furniture Industries, with a 13% increase to 
$6.436 billion. Ashley also had the largest increase in sales 
gain dollars, by far, with wholesale sales of $6.43 billion, an 
increase of $740.9 million from 2018. The next largest was 
La-Z-boy, which had a year-over-year increase of $62.7 
million.
  There was an increase in the number of companies that did 
not record increases in 2019. Seven out of the 12 companies 
listed did not record increases in 2019. The largest drop 
was by Hooker Furniture, down 10.6% to $610.8 million. 
The second-largest decline was from Flexsteel Industries, 
which had a 9.3% decrease to $443.6 million.

INDUSTRIAL PRODUCTION FALLS 11.2% IN APRIL
  U.S. industrial production posted the steepest one-month 
fall on record in April as efforts to control the coronavirus 
pandemic closed factories, sapped demand and froze global 
supply chains, The Wall Street Journal reports.
  Industrial production, a measure of factory, mining and 
utility output, decreased a seasonally adjusted 11.2% in April 
from the prior month, the Federal Reserve said. It was the 
steepest drop in records dating back 101 years. Economists 
surveyed by The Journal had expected an 11.1% drop.
  Manufacturing output, the biggest component of industrial 
production, decreased 13.7% in April from the prior month.

FCC CLARIFIES LOWEST UNIT WINDOW RULES
  The coronavirus pandemic has led to all sorts of cancellations. 
It also led many states to push back the date of their primary 
election. Now as America slowly reopens and those votes 
are held, a senior official at the FCC says TV stations may 
potentially need to abide by a second lowest unit rate window 
in their state, Inside Radio reports.
  Bobby Baker, assistant division chief in the FCC’s Policy 
Bureau, said the new voting dates reset the clock. “In effect, 
the way that the windows work is that stations in that particular 
state will have an additional 45-day window, assuming that 
the rescheduled primary actually takes 
place,” he said. “They could end up with 
close to 90 days of lowest unit charge 
window for a primary.”
  Speaking last week during the virtual 
NAB Show Express conference, he 
added that how big that window is will 
depend on how far along a state got 
before it canceled the original primary 
election.
  The FCC has also been taking a close 
look at the coronavirus-related public 
service announcements that have been on stations. Their 
conclusion may lead broadcasters to steer clear of putting 
announcements on the air that include any politician coming 
up for re-election in 2020.
  “The bottom line is that when these PSAs utilize incumbent 
folks who are running for office, then they trigger equal-time 
rights,” warned Baker, conceding it may seem counterintuitive 
that something that serves the public good could lead to 
a statutory requirement for stations to provide free time 
to competing candidates. “Until that law is rearranged or 
thought about in a different light, that’s the way it will work 
with PSAs,” he said.

SURVEY: MANY BUSINESSES CLOSING FOR GOOD
  About a third of small businesses forced to close due to the 
coronavirus pandemic say they won’t be able to reopen due 
to an inability to pay bills or rent, a Facebook survey says.
  More than half of the business owners surveyed have also 
said they don’t expect to be able to rehire the same amount 
of workers that they employed prior to the pandemic.
  Facebook surveyed 86,000 small and medium-sized 
business owners, managers and employees for its State of 
Small Business report that was released yesterday as part 
of a data initiative with the World Bank and Organization 
for Economic Cooperation and Development.
  The findings from the survey show that 31% of small and 
medium-sized businesses have been forced to close their 
doors in the past three months. Of the one-third that haven’t 
yet been able to reopen, about 34% said it was because they 
couldn’t afford to pay their rent or bills.
  About 44% of small business owners said they had to reduce 
the number of employees as a result of the pandemic, and 
22% had to fire more than 10 people.
  Only 45% of business owners said they would be able to 
rehire the same employees when they reopen. More than 
40% of owners said they would have to use personal savings 
to reopen and rehire employees. Meanwhile, 30% of business 
owners and managers said they weren’t yet sure where they 
would secure the money to reopen.

5/19/2020

Larry The Cable Guy

I want to host a game show 
where dads take their kids 

fishing, and the first kid 
to go three casts without 

the dad having to untangle 
their line gets $10,000.
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DONE DEALS
  Cox Media Group says Greg Bilte, VP and GM of KIRO-
TV Channel 7, Seattle’s CBS affiliate, will retire, effective 
June 30. His retirement concludes a 41-year career in TV 
broadcasting that began in 1979 as an account executive 
for KXLY in Spokane, Wash. He later worked for the 
national rep firm Telerep and also served as national sales 
manager for KTTV (Fox) in Los Angeles. Bilte’s 25-year 
run with CMG began at KTVU (Fox) in San Francisco in 
1995. In 2016, Bilte assumed his current role... Nexstar 
Media Group has promoted Marci Daniels to VP and GM 

of its broadcast and digital operations in 
Lansing, Mich. (DMA #112), overseeing 
WLNS-TV (CBS) and WLNS.com. 
In her new role, she will also oversee 
Nexstar’s relationship with Shield 
Media’s WLAJ-TV (ABC) and ELAJ-TV 
(CW) under a joint operating agreement. 
Since 2015 she has served as VP and 
GM of the company’s broadcast and 
digital operations in Elmira/Corning, 
N.Y. (DMA #178), where she oversaw 
WETM-TV (NBC), its digital sub-

channel, and its associated digital and mobile operations 
under  MyTwinTiers.com.

ADVERTISER NEWS
(Continued from Page 1)
nominee Joe Biden ahead of the general election. One 
source estimated Bloomberg would spend as much as $250 
million, likely through one or more pro-Biden Super PACs… 
Analysis done by Datex in its Tenant Track study finds 
many advertisers have not paid their May rent although most 
“essential service retailers” such as supermarkets, fast-
food restaurants, drug stores, etc., were largely up to date. 
Among some major chains reported to be in arrears are 
24 Hour Fitness, Bed Bath & Beyond, Dave & Busters, 
Famous Footwear, Kirkland’s, Men’s Wearhouse, Old 
Navy, Stein Mart and The Gap.
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FunnyTweeter.com

Day 2 of homeschooling. 
I am leaving my student 
to fend for herself so I 

may hunt for essentials. 
Like more wine.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

NETWORKS UP ON-AIR PROMOS AMID PANDEMIC
  TV networks are dramatically increasing the number of on-
air promo messages for their programs and brands during 
the current pandemic, while paid advertising has dropped, 
MediaPost reports.
  U.S. TV networks, broadcast and cable, have aired 32% 
more promos, or 533,779 airings, in the period from April 18 
through May 17, and 23% higher to 511,655 the previous 30 
days (March 18-April 17), according to iSpot.tv.
  The two previous months witnessed a 13% increase 
to 465,948 airings (Jan. 18 to Feb. 17) and 17% more to 
440,291 (Feb. 18-March 17).
  Starting with the COVID-19 shutdown 
in mid-March (in regards to business 
closures and stay-at-home state orders) 
there has been a dramatic slowdown in 
national TV advertising, as well as a rise 
in overall viewership.
  National TV advertiser inventory placed 
on TV networks has been estimated to 
have dropped 20% to 25% (in terms of 
cancellations or postponement) during 
the last two months.
  Additionally, there has been a gain in impressions from 
networks’ on-air promotions during the last two months. 
They’re up 19% to 93.5 billion impressions (April 18 through 
May 17) and 22% to 100.1 billion impressions (March 18 
through April 17).
  Top broadcast networks in terms of on-air promo airings 
over the last 30 days: Fox, 8,133; ABC, 6,422; NBC, 5,216; 
and CBS, 3,834. Top cable networks: Discovery Channel, 
26,083; Food Network, 24,970; Nickelodeon, 15,367, and 
TLC Channel, 15,020.

KROGER BOOSTS WORKER PANDEMIC BONUSES
  Kroger plans to add some extra numbers to the bank 
accounts of its grocery workers, saying it will award $130 
million in “Thank You Pay” to much of its labor force as it 
continues to toil during the pandemic, Retail Leader reports.
  The one-time bonuses will amount to $400 for qualified full-
time workers and $200 for qualified part-time associates. 
Kroger will distribute the pay in two installments.
  The move comes as Kroger ends its “Hero Pay” for some 
450,000 workers, a $2 per hour premium. “We are extremely 
disappointed by Kroger’s decision to end ‘Hero Pay’ and we 
know that our members are disappointed as well,” said Marc 
Perrone, president of the United Food and Commercial 
Workers. “At the beginning of this crisis, Kroger first called 
these workers ‘heroes’ and now they have decided that 
they’ve stopped being heroes.” 
  Food retailers have remained open during the general 
store closings and economic cratering brought upon by the 
COVID-19 outbreak. With many store hours expanded and 
consumer demand on the upswing during the last couple of 
months — and with some company leave policies loosened 
to protect grocery workers — the food retail industry has 
gone on a hiring spree.
  Kroger has been among the leaders in offering its workers 
financial sweeteners during the outbreak. In late April, the 
grocery chain became the latest U.S. employer to offer a 
benefit enabling employees to receive their paychecks as 
they earn them, in addition to raises and bonuses.


