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REMOTE WORK, NEED FOR SPACE TO LIFT SALES
  The U.S. housing market emerged as a dark horse in 
the coronavirus-led economic downturn. A combination 
of massive suburban migration with low mortgage rates 
made homes sell like hotcakes. While demand for homes 
continues to rise, the supply side faces hurdles from lumber 
shortage making homes pricey, Yahoo Finance says.
  Despite the cons, the housing market boom is not likely to 
slow down any time soon, thanks to millennial homebuyers. 
Remote working practices will continue post-pandemic and 
this makes millennials buy homes in suburbs and rural 
areas.
  Apartments, townhomes or condos have limited space 
and are costly in major cities of America. This age group, 
which is into planning for the future, is willing 
to splurge on quality space and is highly 
inclined toward do-it-yourself (DIY) activities. 
Hence, homebuilders and home improvement 
companies stand in good stead.
  Millennials in their late 20s and early 30s 
have a higher homeownership rate, have a 
well-established career, paid off student loan 
debt and are moving out of their parents’ 
residences. Now, with money to spend and time to make 
a decision for the future, this age group is also changing 
the housing market scenario. For instance, millennials are 
more inclined toward technology and sustainability.
  Preferring to live in the suburbs, this age group opts for 
smart homes, with better security and technological aids. In 
fact, the pandemic has accelerated the need for technology, 
and millennials are willing to pay more for touchless 
capabilities or controlled access from smartphones and 
other personal devices. Millennial homebuyers are looking 
for video entry systems and security, mobile and biometric 
access controls to lighting and heat controls to smart-
enabled speaker systems, and package tracking systems 
in their homes.
  Along with that, millennials are focused on reducing carbon 
footprints and making optimal utilization of space. Hence, 
these new homes need to have load-balancing EV charging 
stations and sustainable energy like solar plants. They also 
require access to quality, building-
wide gigabit Wi-Fi to continue 
working from home.
  Millennials played a huge role 
in fueling the housing market 
boom last year. However, it 
was not enough to close the 
generation gap with the boomers. 
Per an Apartment List report, 
the millennial homeownership 
rate stands at 47.9% in 2020, 
compared with generation X’s 
rate of 69.1% and way lower than 
baby boomers’ rate of 78.8%.

MILLENNIALS POISED TO FUEL U.S. HOUSING MARKET
ADVERTISER NEWS
  Peloton has reversed course and is recalling its Tread+ 
treadmills. The fitness brand announced the decision 
yesterday in a joint statement with the U.S. Consumer 
Product Safety Commission. The machines have been 
involved in some 70 incidents, including the death of a 
child. Peloton has also halted the sale of the Tread+ as 
the New York brand works to improve the machines’ hard-
ware… JAB Holding-owned Krispy Kreme has confiden-
tially filed a draft registration for an initial public offering 
with the SEC, which would bring the company public again 
five years after the parent company had taken it private. 
Krispy Kreme first went public in 2000 but filed for Chapter 
11 bankruptcy after financial restatements and investiga-

tions into its accounting practices... Burger 
King is testing new green packaging in a 
51-unit Miami-area pilot program, the com-
pany said yesterday. The division of To-
ronto-based Restaurant Brands Interna-
tional is launching the program with eight 
of its most-used guest-facing items: forks, 
spoons, knives, straws, drink lids, fry pods, 
Whopper wrappers and napkins… Staples’ 

years-long pursuit of Office Depot may be inching closer 
to becoming a reality. ODP Corp., parent of Office Depot, 
said its board has approved a plan to split the company 
into two publicly traded companies. Under the plan, ODP 
would retain its retail consumer and small-business prod-
ucts and services division, which includes some 1,100 Of-
fice Depot and OfficeMax stores and e-commerce site. 
ODP’s Business Solutions Division contract business 
and independent regional office-supply distribution opera-
tions would be spun off as a new and separate company... 
Convenience retailer Circle K is reportedly rolling out a 
new beverage subscription offering called “Sip & Save.” 
According to CNBC, U.S. Circle K customers can pay a 
monthly fee of $5.99 to receive one free coffee, tea, slushy 
or fountain soda beverage of their choice per day. The 
retailer had planned to introduce Sip & Save in the U.S. in 
2020, but delayed the program due to pandemic-related 
store closures and traffic declines.
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AVAILS
  News station FOX13 KSTU in Salt Lake City, Utah, 
has a newly created Digital Sales Strategist role. This 
person will have the responsibility to 
drive revenue growth by providing 
expert product knowledge, creating 
custom campaign presentations, and 
providing sales expertise and campaign 
strategy/guidance to a team of account executives and 
their respective clients. 3-5 years sales experience, closing 
business and managing clients, and a working knowledge 

of Google Analytics, AdWords, DFP and 
Facebook Audience Insights preferred. 
CLICK HERE to apply. EOE.
  KCCI, the market-leading Hearst 
Television CBS affiliate in Des Moines, 
Iowa, is seeking an experienced Account 
Executive. If you are motivated by an 
excellent product, great compensation 
and working with a talented team, look 
no further. KCCI-TV is one of the top 
CBS affiliates in the nation. We provide 
you every tool you need to deliver 

results-oriented, multiplatform marketing solutions. We need 
someone with superb sales skills, a positive attitude and a 
desire to WIN! CLICK HERE to apply.
  KMOV-TV, the CBS affiliate in St. Louis, has an opening for 
an Account Development Consultant. The ideal candidate 
has a winning attitude to work in a competitive, collaborative, 
supportive and fast-paced marketing environment. Must be 
able to provide multiplatform solutions to complex marketing 
demands. This team-oriented position will be responsible for 
continually recruiting potential clients, determining marketing 
needs and selling to prospective clients. CLICK HERE to 
apply. EOE.
  Lockwood Broadcast Group seeks General Manager 
candidates for WCAV and WVAW in Charlottesville, Va. The 
successful candidate will oversee three of the market’s “big 
four” networks (CBS, ABC, FOX) in the picturesque home to 
the University of Virginia. We’re looking for someone with a 
strong record of success in broadcasting who can provide 
leadership while holding station teams accountable for the 
attainment of station goals. Candidates aspiring to grow their 
career with a solid broadcast group should send their resume 
to awanveer@lockwoodbroadcast.com.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Spanish-language company Estrella Media has selected 
Google Ad Manager for monetizing its live and on-demand 
streaming TV platforms. Free ad-supported streaming TV 
(FAST) platforms will span across connected TV, gaming 
consoles, mobile, and online... Twenty-four percent of 
consumers say they have already celebrated at least one 
2021 holiday normally, and 59% expect a return to normalcy 
on or before the 4th of July, according to a new holiday 
sentiment study by Numerator. Readiness for holiday 
“normalcy” varies based on vaccination level. Consumers 
who don’t plan to get the vaccine are twice as likely to say 
they’re ready to celebrate holidays on a larger scale, and 
57% say they’re ready to celebrate holidays normally.

FOX GAINS U.S. RIGHTS TO COPA AMERICA
  This June’s Copa América will be televised in the U.S. on 
Fox’s networks.
  Fox said yesterday it has reached a six-year agreement 
with the South American governing body CONMEBOL 
for English-language U.S. rights that include this year’s 
tournament in Colombia and Argentina from June 13 to July 
10 and the 2024 tournament, likely to be played in Ecuador.
  ESPN+ had U.S. English-language rights to the Copa 
América in Brazil. Univision holds U.S. Spanish-language 
rights to this year’s Copa América.
  In addition, Fox’s deal includes the 
2022, 2024 and 2026 Women’s Copa 
América, 2023 Women’s World Cup 
qualifiers, 2024 men’s and women’s 
Olympic qualifiers, 2023 beach and 
futsol championships and the 2025 boys 
Under-17 and men’s Under-20 World 
Cup qualifiers.
  It does not include U.S. rights to men’s 
qualifiers for the 2022 World Cup, which 
are held by fuboTV.

PRIVATE PAYROLLS SHOW BIG GAIN IN APRIL
  Private job growth accelerated in April but fell a bit short 
of Wall Street expectations, according to a report yesterday 
from payroll processing firm ADP.
  Companies added 742,000 workers for the month, a jump 
from March’s upwardly revised 565,000 but a bit shy of the 
800,000 forecast from economists surveyed by Dow Jones.
  Leisure and hospitality, the sector hurt the most by pandemic-
related business lockdowns, led growth with 237,000 new 
positions. The industry is still about 3 million shy of where it 
was before the pandemic but has been adding jobs steadily 
since federal and state governments have been relaxing 
restrictions.
  Trade, transportation and utilities also was a major 
contributor, adding 155,000 new jobs, while professional and 
business services contributed 104,000 and education and 
health services increased by 92,000 as students headed 
back to in-school learning.

TVB: TV INFLUENCES MOTHER’S DAY SHOPPERS
  TVB says TV advertising is the best way to reach Mother’s 
Day shoppers, who are poised to spend big this year.
  Says TVB’s Chief Research Officer, Hadassa Gerber:
  “The GfK 2021 Purchase Funnel study indicates TV 
advertising is the biggest media influencer. GfK’s study 
reveals shoppers, acclimated during the pandemic to making 
more purchases online, are heavily influenced by TV ads. At 
a time when the extent of retail re-openings is still heavily 
impacted by COVID-19 and regulations, the geographic 
flexibility offered by local TV stations to reach Mother’s Day 
shoppers at the local market level is imperative.”
  The GfK 2021 Purchase Funnel data shows that whether 
shopping in-store or online, more respondents picked linear 
television as the most important influence on their product 
awareness, more than all other media (about 20 platforms) 
combined.
  In store, 54% chose TV as most important vs. 41% for 
all other media combined. Online, 53% chose TV as most 
important vs. 42% for all other media combined.
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I wonder if I can do a reverse 
mortgage on my student 

loan. Then when I die they 
can have my degree.
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SINCLAIR EYES ’22 BALLY SPORTS DTC LAUNCH
  Sinclair’s large portfolio of Bally Sports regional sports 
networks (RSN) could soon expand beyond their MVPD and 
virtual MVPD distribution footprints, Fierce Video reports.
  CEO Chris Ripley said yesterday that Sinclair has cleared a 
path with distributors to launch a direct-to-consumer product 
and added that it has direct-to-consumer rights for the vast 
majority of teams represented by its RSNs.
  “We are in discussions with the leagues and the teams 
about enhancing some of those rights to make the product 
even better,” he said. “That’s what’s going on right now and 

I don’t see that being a threat to timing. 
The plan is to launch in the first half of 
2022.”
  Sinclair ended 2020 with approximately 
52 million RSN subscribers. That’s 
without distribution agreements in 
place with companies including Dish 
Network, YouTube TV and Hulu + Live 
TV. However, Ripley said his company 
estimates the total addressable subscriber 
base under a direct-to-consumer model is 
more than double that figure.

TRADITIONAL, CTV STAY IN POST-PANDEMIC PLANS
  The pandemic’s winding down won’t decrease most U.S. 
consumers’ consumption of traditional and CTV, according to 
research by Tremor Video and Unruly conducted in March 
and highlighted at this week’s IAB NewFronts 2021. 
  In fact, most consumers are likely to engage with CTV at 
comparable or higher rates as the pandemic dissipates, the 
survey of a nationally representative sample of 893 U.S. 
consumers found.
  Over the next six months, 86% of consumers plan to watch 
live TV at the same or increased rates, 88% plan to watch the 
same or higher amounts of TV via paid streaming (SVOD), 
and 81% plan to maintain or increase their viewing of TV via 
free streaming (AVOD).
  Those 18 to 44 were most likely to say they’ll spend more 
time watching both paid and free TV, and those 35 to 54 were 
mostly likely to say they’ll spend more time with AVODs.
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Nielsen

Local TV advertising for 
online gambling totaled $154 
million in Q1. That’s up from 

$10.7 million for the same 
time period in 2019.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

ONLINE GAMBLING AD SPEND BOOSTS LOCAL TV
  Rising legalization of online gambling in many states has 
resulted in major TV advertising growth, especially on local 
TV stations, Television News Daily reports.
  The online gambling on local TV advertising totaled $154 
million in Q1 2021, according to Nielsen — up exponentially 
from $10.7 million for the same time period in 2019.
  Given the market-by-market legalization on online 
gambling on a state-by-state basis, local TV is a logical 
place for that spend. It represents 80% of online gambling 
advertisements.
  Nielsen says other media trails far 
behind. During Q1, national digital media 
was at $24.8 million; broadcast network 
TV, $6 million; outdoor media, $5.6 
million; local radio, $3.9 million; national 
cable TV, $1.2 million; network radio, 
$488,000; local newspapers, $190,000; 
and Spanish cable TV, $35,000.
 While sports programming tallies the 
biggest reach of sports bettors at 77%, 
Nielsen says most of the online gambling 
advertising goes into local TV news, 
which has a 53% reach of sports bettors.
  Local TV news programming had a 40% share of online 
gambling ad spend in Q1; variety/talk had a 24% share. 
After these two, sports has a 13% share.
  The two biggest individual online gambling marketers, 
according to Nielsen Ad Intel service, are Fan Duel, 
at $57.7 million in local TV spot spend, and DraftKings 
($43.6 million). Down the list are BetMGM ($24.9 million); 
BetRivers ($9.3 million); Betfair ($6.7 million); PokerStars 
($5.8 million); and other brands ($5.6 million).
  BIA Advisory Services estimates online gambling 
advertising will rise to $587 million on the local spot TV by 
2024.

REPORT: STREAMERS TARGET OLDER VIEWERS
  Subscription streaming VOD isn’t just for the younger 
demo. New data from Ampere Analysis found streaming 
services are actively targeting viewers aged 35 and over in 
their content commissioning strategies.
  These audiences have traditionally been linear TV’s core 
viewers, but now SVOD pioneers such as Netflix, Amazon 
Prime Video and Hulu have turned their attention — and 
programming budgets — to older viewers, Ampere said.
  The London-based firm noted older viewers covet 
documentaries, dramas and crime thrillers, which are now 
among streamers’ top five commissioned genres. Netflix is 
the largest original content commissioner worldwide, with 
more than 100 titles ordered between January and March.
  “The fastest growth in uptake of VOD viewing is now in 
the 35–44-year-old age bracket,” Minal Modha, consumer 
research lead at Ampere Analysis, said in a statement. 
“Nearly twice as many in this age group are now high VOD 
viewers compared to two years ago.”
  At the same time, Ampere noted consumers who don’t 
engage with VOD are 55% more likely to be older than 45.
  The report classified TV viewers based on the time 
they spend watching TV or online video on a typical day. 
“Medium” viewers watch for two to four hours a day, and 
“high” viewers more than four hours a day.


