
 

www.spotsndots.com
Subscriptions: $350 per year.

This publication cannot be
distributed beyond the office

of the actual subscriber. 
Need us? 888-884-2630 or  

sales@spotsndots.com 
Copyright 2021.The Daily News of TV Sales                       Tuesday, May 18, 2021

AS PLAYERS RACE FOR SCALE, SIZE MATTERS
  Now that AT&T has decided to separate WarnerMedia 
and merge with Discovery, the rest of the media world — 
particularly the smaller players — face new pressure to make 
their countermoves. (See story, Page 3)
  Even before this deal, CNBC reports, it was clear that 
Lionsgate, MGM, Sony Pictures and AMC Networks were 
probably too small to compete in a streaming world where 
success depends on a massive store of content and global 
reach.
  But ViacomCBS and Comcast’s NBCUniversal are much 
bigger, and probably assumed they had some time — at 
least a year — to see how many subscribers signed up for 
their streaming offerings, Paramount+ and Peacock.
  “Within the next two years, it’s going to be put up or shut up 
for all of us,” David Zaslav, Discovery’s CEO, who will take 
the top job at the combined company, said in December. 
“Can you show you’re scaling? Are you going to be a player 
in the U.S.? Are you going to be a player 
around the world?”
  That timeline is shorter now. Suddenly, 
both ViacomCBS and NBCUniversal seem 
subscale as they attempt to put together 
global streaming services. They aren’t 
trying to be niche players, such as Starz 
or AMC+.
  That means both will need more content 
to compete against Netflix, Amazon Prime Video, Disney 
and the new WarnerMediaDiscovery offering.
  The obvious move would be for ViacomCBS and 
NBCUniversal to merge. But a combined ViacomCBS/
NBCUniversal would have two U.S. broadcast networks — 
CBS and NBC — housed under the same corporate roof. 
That won’t fly with U.S. regulators. That leaves Comcast and 
ViacomCBS with four likely options:
  Buy. If both companies feel their streaming services 
can compete around the world, they can go on global and 
domestic acquisition sprees. It may take several deals to 
get to a scaled position, as they piece together smaller U.S.-
based assets and larger global media companies.
  Sell. Potential buyers could include Amazon or the newly 
merged WarnerMedia-Discovery. Apple and Netflix continue 
to hover along the periphery, but neither company has ever 
shown much interest in making big media acquisitions.
  Reduce their ambitions. The third option is to throw in 
the towel on being a global streaming service. Instead, 
NBCUniversal and ViacomCBS could license their content 
to other, larger streamers and wind down Paramount+ and 
Peacock if they fail to gain global traction.
  Bundle. ViacomCBS and NBCU could begin bundling their 
streaming services together or finding new streaming partners 
to increase global distribution through discounted offerings. 
The main problem with this strategy is it limits the upside for 
both companies, who won’t be able to compete with larger 
players for top content and breadth of programming.

AT&T DEAL RAMPS UP PRESSURE ON VIACOMCBS, NBCU
ADVERTISER NEWS
  Ford Motor will temporarily reduce output of the nation’s 
bestselling vehicle — the F-150 pickup — at its Dearborn 
Truck Plant just days after President Biden is expected to 
visit a new electric vehicle center nearby as the semiconduc-
tor shortage continues to impact production. The Dearborn, 
Mich., plant will fall to one shift from three next week as a 
result of the worsening chip shortage. Ford’s other F-150 
plant, Kansas City Assembly, will be completely idled that 
week... Toyota, responding to rivals’ moves, is accelerating 
its electrification push to target combined global sales of 2 
million battery-electric and fuel cell vehicles a year by 2030. 
By then, Toyota Motor Corp. plans to sell 8 million electri-
fied vehicles globally, including hybrids and plug-in hybrids. 
The goals represent a near quadrupling of the carmaker’s 
worldwide tally in the latest fiscal year, when it sold 2.2 mil-
lion electrified vehicles… At Home’s largest shareholder, 
CAS Investment Partners, has sent a letter to the retailer’s 

board opposing the sale to private equity 
firm Hellman & Friedman. The retailer 
said at the time the deal was announced it 
expects it to close in Q3 of this year. CAS, 
which owns about 17% of At Home’s com-
mon stock, said the deal “grossly underval-
ues the Company and deprives stockhold-
ers of anything resembling a fair premium,” 
according to the letter… Chipotle Mexican 

Grill, Starbucks, CVS and Target won’t require fully vacci-
nated customers to wear masks inside stores, except when 
required by law. The policy changes come after the CDC 
updated its guidance on mask wearing. Walmart, Costco 
and Trader Joe’s are also allowing customers to shop with-
out mask if they’re fully vaccinated. Apple, meanwhile, has 
announced that its mask policy will remain in place for all 
customers and employees in its U.S. stores. The company 
says the evaluation of its policies will be ongoing... Sam’s 
Club is selling men’s and women’s shorts and tops from Gap 
online, according to a recent mailer to club members. Sam’s 
sells apparel from several national brands including Levi’s, 
Oshkosh and Champion... Meijer has opened three new 
supercenters in Indiana and Ohio that offer everything from 
organic food to general merchandise, including beauty care, 
pet products and women’s clothing. The 155,000-square-
foot sites are designed to offer one-stop shopping and also 
feature delivery, pickup and a Shop & Scan option… Buyers 
for retailers including Saks Fifth Avenue, Bloomingdale’s, 
Nordstrom, Net-a-Porter and Intermix say women have 
been shopping for summer dresses, tops and other party 
clothes this spring in anticipation of being able to gather with 
friends again. Women’s Wear Daily says those same buy-
ers expect shopping for office wear to follow soon... Star-
bucks has filed a patent application for the term “puppuc-
cino,” which refers to small sample cups of whipped cream 
that customers order for their dogs. The application indicates 
the coffee giant could put puppuccinos on the menu.
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AVAILS
  KCCI, the market-leading Hearst Television CBS affiliate 
in Des Moines, Iowa, is seeking an organized, detail-
oriented team player who wants to grow 
a career in sales and marketing. As a 
Sales Account Associate, you will 
work with the sales team on processing 
advertising contracts, obtaining creative 
materials, generating support materials, and coordinating 
the scheduling and launch of advertising campaigns. 
This individual will work closely with the advertising sales 

team, developing into a Sales Account 
Executive. 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 
multi-platform 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. 
  Experienced OTT/Digital salesperson needed to 
manage, develop, assist and service business for the Fox 
local extension OTT platform (FLX). Work 
from home in Houston, Louisiana, South 
Texas and Arkansas only. Prospect for new 
business; present FLX capabilities via Zoom 
and in-person. Existing relationships with senior-level client 
or agency decision makers, bilingual in Spanish, and digital 
agency relationships are a plus. 2-3 years of successful 
experience in the digital media industry required. Follow 
THIS LINK for details or to apply now.

See your ad here tomorrow! CLICK HERE for details.

FURNITURE SALES CONTINUE YOY RISE IN APRIL
  Sales from furniture and home furnishings stores came in 
at $45.1 billion during the first four months of 2021, a 45.3% 
increase over last year, according to the Department of 
Commerce’s monthly report on retail sales.
  Furniture sales in April continued to climb with the advanced 
estimate for the seasonally adjusted number coming in at 
$11.9 billion in April 2021 compared with $3.97 billion in 
April 2020, taking into consideration that many retail stores 
were closed during this time last year due to the pandemic.
  Year-over-year growth in the furniture and home furnishings 
store category may reflect ongoing consumer demand in 
the category and interest in home-related projects, with 
people spending more time at home. Furniture Today 
says that may lessen now that some pandemic restrictions 
have been lifted, allowing people to spend money on travel, 
dining and other options.
  Looking at top-performing sectors for the past four months, 
furniture and home furnishings store sales took home the 
third largest month-over-month increase at 45.3%, beaten 
out by sporting goods, hobby, and musical instrument 
stores, up 59.4%, and clothing and clothing accessories 
stores, up 57.7%.

AUTO INVENTORY RECEDES FURTHER TO 2.24M
  Like an industrywide game of limbo, dealers and automakers 
are bending over backward and otherwise contorting 
themselves to keep up with red-hot consumer demand for 
new vehicles as inventories continue to shrivel up because of 
production stoppages and supplier shortages, Automotive 
News reports.
  Inventory levels dropped to just 2.24 million vehicles in April, 
a 44-day supply at the current selling rate, according to data 
compiled by Cox Automotive subsidiary vAuto. New-vehicle 
inventory fell 37% from a year earlier and stood 42% lower 
than at the same point in 2019. The days’ 
supply estimate was off 75% from the 
same point a year earlier, when the selling 
rate was curtailed by closed dealerships 
and supplies were constrained by halted 
production amid the COVID-19 pandemic.
  Dealer inventories nationwide have 
constricted by 420,000 vehicles since 
March, Cox estimates. Inventory of new 
non-luxury vehicles was 1.9 million, a 43-
day supply, down from a 58-day supply 
the previous month. The luxury-model 
supply fell to 49 days from 60.
  Among automakers that report sales and inventory levels to 
the Automotive News Research & Data Center, supplies 
were tightest at Subaru (16 days) and Toyota (23). No 
automaker was higher than Volvo’s (45).

NETWORK NEWS
  Big Brother and Love Island have their season premieres 
on CBS on Wednesday, July 7. Big Brother begins that night 
with a live 90-minute episode, followed by 90 minutes of 
Love Island. Julie Chen Moonves hosts Big Brother, which 
will enter Season 23, and Arielle Vandenberg hosts Love 
Island, which starts Season 3. Beginning Sunday, July 11, 
Big Brother airs Sundays and Wednesdays, with the live 
eviction show on Thursdays. Following its season premiere, 
Love Island will air Thursday, Friday and Sunday in its first 
week, then Tuesday through Friday, and Sunday, for the 
rest of the season... Gordon Ramsay is preparing a new 
meal for Fox. The network has ordered Next Level Chef, 
a new cooking competition series featuring Ramsay and 
chefs Nyesha Arrington and Gino D’Acampo. The show 
features a culinary gauntlet, set on a stage, over three stories 
high, each floor containing a different kitchen. Line cooks, 
home chefs, social media stars and food struck owners will 
compete against each other to be crowned the the food 
world’s newest superstar... Meanwhile at Fox, the network 
has renewed both 9-1-1 and spinoff 9-1-1: Lone Star for new 
seasons. The network has ordered a fifth season of the hit 
first-responders procedural drama series 9-1-1 and a third 
season of spinoff 9-1-1: Lone Star. Other renewals include 
The Resident (Season 5), The Masked Singer (Season 
6) and The Great North (Season 3)... NBC has greenlit a 
reboot of 1960s gameshow Password with Jimmy Fallon. 
The network has given a series order to the project. In each 
game, two teams, composed of a celebrity player and a 
contestant, attempt to convey mystery words to each other 
using only single-word clues in order to win a cash prize. The 
series originally launched on CBS in 1961 and ran for more 
than 1,500 episodes before moving to ABC in 1971.
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Inventory levels dropped to 
just 2.24 million vehicles in 
April, a 44-day supply at the 

current selling rate. New-
vehicle inventory fell 37% 

from a year earlier.
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STUDY: AT-HOME MEALS TO STAY POST-PANDEMIC
  The eat-at-home trend boosted by the COVID-19 crisis 
won’t recede anytime soon post-pandemic, according to 
new research from CPG sales and marketing firm Acosta.
  After the pandemic ends, 92% of families plan to continue 
eating together at home at least as often as — or more often 
than — they do now, Acosta’s COVID Dining Journey: 
Eating at Home and Away From Home report found.
  Online surveys of Acosta’s proprietary shopper community, 
conducted between March and April, showed that eating 
together as a family will stay the same for 72% of all 

households, while 20% expect to eat 
together more frequently.
  Almost two-thirds reported that since 
the coronavirus outbreak they cook at 
home more and eat “far more” meals at 
home all the time, Acosta said. That trend 
spanned all eating occasions during the 
day. Following the start of the pandemic, 
47% of adults ate breakfast at home 
every day (vs. 37% pre-COVID), 40% 
of adults ate lunch at home every day 
(26% pre-COVID) and 31% of families 

ate dinner at home every day (18% pre-COVID).

ON THE MENU AT TARGET: ADULT BEVERAGES
  Target is making one the fastest-growing categories in its 
food and beverage business available to more customers. 
  Beer, wine, hard seltzers and other alcohol beverages 
will soon be available via order pickup and/or driveup at 
more than 1,200 Target across the U.S. and via same-day 
delivery with Shipt at more than 600 locations. The rollout 
follows successful pilots in California, Florida and South 
Dakota in 2020.
  The expanded selection will be available in 29 states by 
the end of the month, and for same-day delivery where local 
laws allow.
  Customers will be able to add adult beverage items to 
their digital cart using the Target app or Target.com and 
selecting “Order Pickup” or “Drive Up.” After entering their 
date of birth and checking out, they’ will receive a notification 
once the order is ready. A Target team member will verify 
identification upon pickup, the company said.

REDFIN: HOT HOUSING MARKET TO KEEP SURGING
  The sizzling U.S. housing market could get even hotter 
this year as home sales hit new record levels, according to 
Redfin’s new forecast.
  Redfin anticipates a record $2.53 trillion worth of home 
sales in 2021, up 17% on a year-over-year basis. That 
figure is roughly equal to the value of Amazon.com and 
Facebook combined, or the 2020 GDP of France.
  The combination of increasing housing demand and 
soaring home prices is driving the increase, according to 
Redfin Chief Economist Daryl Fairweather.
  “We expect 2021 to be an even more active year for the 
housing market than 2020 because homebuyers have 
a better sense of what the future looks like,” he said. 
“Employers are providing clarity on permanent remote-work 
policies, the economy is recovering, and mortgage rates 
remain low. All of these factors mean that we’ll likely see 
even more buyers enter the market this year and in 2022.”
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The only time my 
doorbell rings is when 

someone is bringing me 
food so it will henceforth 
be called the dinner bell.

WARNERMEDIA, DISCOVERY IN $43B MERGER
  Telecom giant AT&T yesterday announced a deal to 
combine its WarnerMedia content unit with Discovery, 
paving the way for one of Hollywood’s biggest studios to 
compete with media giants Netflix and Disney.
  Under the agreement, AT&T will unwind its $85 billion 
acquisition of Time Warner, which closed just under three 
years ago and form a new media company with Discovery. 
The deal would create a new business, separate from 
AT&T, that could be valued at as much as $150 billion, 
including debt, according to The Financial Times.
  AT&T said it would receive an aggregate 
amount of $43 billion in a combination of 
cash, debt and WarnerMedia’s retention 
of certain debt.
  If approved by regulators, the deal 
effectively reverses AT&T’s years-long 
plan to combine content and distribution 
in a vertically integrated company. The 
companies said the deal is expected to 
close in the middle of 2022.
  AT&T said Discovery President and 
CEO David Zaslav will lead the new 
company, which will have a new name announced in 
coming days.
  AT&T owns CNN, HBO and Warner Bros. after it acquired 
Time Warner, since renamed to WarnerMedia. Discovery’s 
channels include Animal Planet, TLC and the Discovery 
Channel.

AMAZON REPORTEDLY IN TALKS TO BUY MGM
  On the heels of AT&T’s announcement that it is unloading 
WarnerMedia comes word that Amazon may be looking to 
buy the MGM movie studio.
  The Information yesterday reported that Amazon is 
in talks to acquire the celebrated studio, citing a source 
familiar with the situation.
  Such a deal, The Information reported, would be the 
e-commerce giant’s “biggest move yet to expand in 
entertainment.”
  MGM owns a huge film library and several top movie 
franchises, including James Bond and Rocky. MGM 
holdings also include the Epix cable channel and 
a production studio behind such TV shows as The 
Handmaid’s Tale, Fargo, Shark Tank and Survivor.

7-ELEVEN COMPLETES $21B SPEEDWAY DEAL
  Convenience retail giant 7-Eleven has completed its 
acquisition of Speedway, the convenience store arm of 
Marathon Petroleum Corp., with approximately 3,800 
stores located in 36 states across the U.S.
  The acquisition brings 7-Eleven’s total North American 
portfolio to approximately 14,000 stores and diversifies 
7-Eleven’s presence to 47 of the 50 most populated metro 
areas in the U.S., as well as expanding the company-
operated store footprint.
  The $21 billion deal was first announced in August 
2020 before customary regulatory approvals and closing 
conditions. At the time, the companies said, 7-Eleven and 
Speedway “will share best practices to deliver products and 
promotions based upon customer demand and continue 
both companies’ legacy of innovation.”


