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CARRIER GETS HIGH MARKS FOR FLIGHT CREWS
  Delta Air Lines earned the top rating in the J.D. Power 
North American Airline Satisfaction Study for the first time 
in more than two decades, while overall customer satisfaction 
with airlines rose due to easing ticket restrictions and flight 
crew performance, Business Travel News reports.
  The study, based on responses from more than 2,300 
passengers who traveled from August 2020 through March 
2021, showed overall satisfaction improved by 27 points on 
a year-over-year basis to 819 on a 1,000-point scale. Delta 
earned the top score of 860 and also had the highest score 
in half of the eight criteria in the study: flight crew, aircraft, 
in-flight service and baggage claim. Other criteria include 
boarding, check in, costs and fees and reservations.
  This marks the first time Delta has held the top slot in the 
survey since 1995, according to J.D. Power. In the 2020 
study, Delta ranked third for long-haul flights and fourth for 
short-haul flights.
  Overall satisfaction with flight crews was up 26 points year 
over year, and the category was one of Delta’s strongest, 
outscoring its nearest competitor by 11 
points in that category, according to J.D. 
Power.
  “Delta’s in-flight crew performed 
exceptionally well with its passengers 
in 2020 and 2021, getting significantly high scores in 
friendliness, courtesy and attentiveness to passenger needs,” 
according to J.D. Power travel practice lead Michael Taylor. 
“In a particularly difficult year, Delta’s people adapted to the 
challenges of new procedures and passenger concerns and 
did so with high marks from its customers.”
  Overall satisfaction with costs and fees was up 47 points 
year over year in the study.
  Southwest Airlines, which was the top carrier in J.D. 
Power’s 2020 study, scored second-highest this year and 
trailed Delta by only four points. Alaska Airlines and JetBlue 
also had scores above the industry average, as they did in 
last year’s study.

REPORT: TV SERVICES STRAINING U.S. BUDGETS
  The proliferation of high-profile subscription streaming 
services is pressuring household budgets, according to a 
new consumer survey from Antennas Direct — prompting 
an overwhelming majority to say that once the COVID-19 
pandemic is over, they will likely cut back on their services.
  The survey found that 50% of respondents signed up for one 
to two new SVOD services in 2020, bringing their monthly 
subscription costs above $100. Another 25% acquired three 
or more new services, bringing their monthly costs above 
$130.
  As a result, about 40% said they had to limit spending 
elsewhere to afford TV subscriptions; 82% said they’ll cut 
back on TV services post-pandemic to pay bills; 33% are 
already planning to cut TV services post-COVID; and 39% 
plan to cut more than one type of service.

DELTA TOPS J.D. POWER AIRLINE SATISFACTION STUDY
ADVERTISER NEWS
  Petco Health & Wellness Co. reported that its same-
store sales jumped 28% in Q1 as the pet retailer acquired 
1.2 million new customers. Petco chairman and CEO Ron 
Coughlin said the retailer was raising its annual fore-
cast based on “category acceleration combined with a 
strengthening of our customer base.” Pet adoptions have 
grown substantially since the COVID-19 pandemic began 
last year… Foot Locker reported a strong Q1 that beat 
estimates and said it is repositioning its store fleet to fo-
cus on its iconic banners. The specialty athletic retailer 
will convert approximately one-third of its 231 Footaction 
stores to its other existing banners this year. It will close 
most of the remaining Footaction locations as leases ex-
pire during the next years. As of May 1, the retailer, whose 
banners include Foot Locker, Champs Sports and Foot-
action, operated 2,952 stores in 27 countries... Google 
is opening up shop in the Big Apple. The tech giant will 
open its first-ever permanent brick-and-mortar store this 
summer, in the Chelsea section of Manhattan. It will be 

located in the 1.2 million-square-foot 
building that’s home to Google’s New 
York City offices, which employ some 
11,000-plus associates… BJ’s Whole-
sale Club is accelerating its expansion 

across the eastern U.S. The wholesale club retailer plans 
to open six new locations this year. The new clubs will be 
located in Seabrook, N.H.; Port Charlotte, Fla.; Commack, 
N.Y.; South Fayette, Pa.; Ross Township, Pa.; and Lan-
sing, Mich. The locations in the greater Pittsburgh area 
and in Lansing are both new markets for BJ’s... Ross 
Stores reported Q1 earnings and sales that topped esti-
mates with comp sales that beat pre-pandemic levels. The 
off-pricer reported that sales more than doubled to $4.52 
billion, compared with $1.84 billion in Q1 2019, and beat-
ing estimates for $3.87 billion. Comparable store sales 
were up 13% vs. the same quarter in 2019. Ross cited 
a combination of government stimulus payments, ongo-
ing vaccine rollouts, the easing of COVID restrictions and 
pent-up consumer demand for its sales increase... The 
Mazda 6 mid-size sedan and CX-3 subcompact crossover 
will not be back for 2022, Mazda said. With the arrival of 
the larger, roomier CX-30 in 2020, it was only a matter of 
time for Mazda to kill the CX-3; for 2021, the hatchback-
sized crossover was down to one trim level and few op-
tions. The end of the Mazda 6 mid-size sedan is more of a 
surprise. The long and lean sedan tilted toward luxury like 
the rest of the current Mazda lineup, but it hadn’t been re-
designed since 2014... After pausing the launch because 
of the coronavirus pandemic, IHOP plans to open its first 
Flip’d by IHOP location this summer. Flip’d is a fast-casu-
al spinoff of the pancake chain, with a menu formulated to 
appeal to on-the-go consumers. IHOP is offering $150,000 
to the first 10 franchisees who open a Flip’d location as a 
way to speed up the pilot and the learning process.
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AVAILS
  WPMI/WJTC in Mobile, Ala., is seeking a Digital Sales 
Manager who will ensure all digital objectives, including 
internet and mobile, exceed or meet company 
revenue growth goals. This person will become 
an expert in Sinclair’s digital capabilities and 
be able to deliver unique and valuable digital 
solutions to new and existing clients. 5 years 
of digital management experience, preferably in TV. CLICK 
HERE for details or to apply now. Equal Opportunity 
Employer/Drug Free Workplace!

  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, multi-
platform marketing solutions. We need 
someone with superb sales skills, a 

positive attitude and a desire to WIN! CLICK HERE to apply.
  Digital Account Executive: We’re looking for an 
experienced Digital Account Executive, OTT salesperson 
to manage, develop, assist and service business for the Fox 
local extension OTT platform (FLX). We’re 
looking for someone within the Pittsburgh 
area to work remotely. This person will 
prospect for new business, and present 
FLX capabilities via Zoom and in-person. 
2-3 years of successful experience in the digital media 
industry; Digital Video Advertising and/or Digital Agency/
Digital Publisher experience preferred. Send resume to: 
fox29hr@foxtv.com or call (215) 982-5215.

See your ad here tomorrow! CLICK HERE for details.

UNIVISION TO OFFER 24-HOUR STREAMING NEWS
  Univision says it will begin offering a 24-hour Spanish-
language streaming news service targeted to U.S. Hispanics. 
  The direct-to-consumer service will mark a notable 
expansion of streaming news content available to Hispanics, 
TV Tech reports. While Hispanics tend to be more active 
consumers of streaming content and digital media than the 
general population, they have been generally underserved 
by streaming services.
  In 2020, NBCUniversal launched the English-language 
LX digital news network and brand targeted to bilingual and 
younger viewers on its owned stations and on the Peacock 
streaming service. 
  The upcoming Univision service will launch on the 
PrendeTV free, premium streaming service. Details on the 
service remain few, with no confirmed launch date or name.
  In a general announcement of its new programming, 
Univision reported that “the new channel will offer live news 
and breaking stories in digital-friendly formats and snackable 
storytelling content across platforms.”
  The move is part of an ongoing investment by Univision in 
news content for Hispanics, who are now the largest ethnic 
group in the U.S.

VIDEO STREAMING AD SPEND DOUBLES YOY
  Video-streaming services’ national TV advertising continues 
to soar. For the most recent four months of 2021, it’s up 43% 
in estimated value vs. the previous period, according to EDO 
Ad EnGage, a TV ad research and data service.
  Much of this growth comes from legacy TV network-based 
media companies using their airwaves to place promotional/
advertising messages for their new streaming services.
  From Jan. 21 through May 21, video streaming was at 
$729.8 million in total estimated spending/advertising value,  
which includes TV ad spending and promotional advertising 
value of messaging.
  This year, a big part of this growth — 
Discovery+ — launched in January. It 
placed massive levels of national TV 
messaging with an estimated ad value 
of $284.1 million, virtually all on its sister 
Discovery Inc. linear TV networks.
  The $729.8 million number is up 43% 
over the previous four-months period 
ending in 2020, which hit $512.1 million. 
Also, it is double the level vs. a year ago, 
when it was $365.4 million.
  Like Discovery, ViacomCBS has done the same for its 
Paramount+ service in promoting the service on its linear 
TV network. It was at $89.8 million in national TV ad value for 
the most recent four-month period.
  Other TV network-based companies with big premium 
streaming platforms include: Disney+, $52.1 million in value; 
Hulu, $35.7 million; and NBCUniversal’s Peacock, $26.4 
million; Fox Nation, $23.4 million; AMC+, $20.7 million; 
HBO Max, $20 million; and Disney bundle (Disney+, Hulu, 
ESPN+), $18.4 million.
  By way of comparison, digital-first platforms’ national TV ad 
spending for the most current period was Amazon Prime 
Video, at $49.9 million; Apple TV+, $30.4 million; and 
Netflix, $8.3 million.
  A year ago, Amazon was at $65.3 million; Disney+, $40.2 
million; Hulu, $39.1 million; and Apple TV+, $34.2 million.

NETWORK NEWS
  Adrian Holmes (V-Wars), Nicole Ari Parker (Boogie 
Nights), Brad James (Outer Banks) and Jade Eshete 
(Really Love) are set as co-leads alongside Sinqua Walls, 
Emayatzy Corinealdi and Christian Keyes in At That Age, 
NBC’s ensemble drama pilot. It’s an exploration of an African-
American family’s legacy. After the Cooper family’s golden 
child suffers a catastrophic event, seven family members 
(Holmes, Parker, James, Eschete, Walls, Corinealdi and 
Keyes) face a foundational shift, make life-altering decisions 
and deal with deep secrets coming to light... EJ DiMera is 
returning to Salem. Former Spartacus: Blood and Sand 
star Dan Feuerriegel has been cast as the new EJ on Days 
of Our Lives, last played on the NBC daytime drama by 
James Scott in 2014... Grey’s Anatomy has bid farewell 
to another doctor. Greg Germann has joined Grey’s veteran 
Jesse Williams in departing the ABC medical drama as 
a series regular. However, Deadline reports, Germann is 
expected to return as a guest star in the future. Germann 
has played Dr. Tom Koracick, a brilliant neurosurgeon who is 
unapologetic in his arrogance — and in his romantic pursuits 
— since 2017.
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My neighbor’s dogs are 
named Calvin and Klein. 

They’re boxers.
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DISCOUNT RETAILERS TJX, ROSS SEE REVIVAL
  Any doubts about whether shoppers would return to 
discount retail stores to rummage through racks in the hunt 
for bargains were crushed last week when TJX Companies 
and Ross Stores reported Q1 earnings.
  Both companies’ sales surged past analyst estimates, as 
consumers started packing back into their stores to look for 
new outfits, shoes, luggage and home goods as pandemic-
induced lockdowns eased.
  TJX and Ross cited a pent-up demand from shoppers, 
many of whom have been armed with extra stimulus dollars 

in recent months, but also a desire among 
many people to still look for good deals. 
So-called treasure hunting in stores could 
be something that many consumers end 
up craving more than they did before the 
pandemic.
  “We believe the appeal of our entertaining, 
treasure-hunt shopping experience gives 
consumers a compelling reason to shop 
us,” TJX CEO Ernie Herrman said in 
an earnings conference call. “In-store 
shopping is not going away.”

  It’s true that discount struggled more than other retailers 
during the pandemic due to their lack of presence online. The 
off-price business has traditionally been centered around the 
store experience, not the internet. Ross doesn’t have an 
e-commerce site. Discount chain Burlington Stores got rid 
of its website in early 2020.
  But now, as consumers are regaining the freedom and 
the confidence to leave the house and shop, that might not 
matter as much. “Hunting for a bargain and finding a bargain 
has come back with a little bit of a vengeance,” GlobalData 
Retail Managing Director Neil Saunders said. “I think the 
value segment could actually find themselves with a really 
nice influx of customers.”

THIS AND THAT
  In its first full year of operation — expected to be in 2023 
— the new Discovery-WarnerMedia company projects $15 
billion in revenue from all direct-to-consumer operations. The 
bulk of this would come from Discovery+, launched this past 
January, and HBO Max, which started in May 2020... The 
movie blockbuster has returned. Universal Pictures’ latest 
installment in the Fast & Furious franchise, F9, roared to a 
$162 million opening weekend box office in eight countries 
outside the U.S. — including $135 million in China.

DONE DEAL
  Andrew Vrees, a Stratham, N.H. native, has been named 
president and GM of WMUR-TV, the Hearst Television 
ABC affiliate in Manchester, N.H. Vrees 
since 2016 was Hearst Television’s VP of 
news after serving as news director of the 
company’s flagship station, WCVB-TV in 
Boston. He succeeds Jeff Bartlett, who will 
retire this summer. In addition to its status 
as New Hampshire’s TV news outlet of 
record, WMUR-TV is recognizable to viewers 
nationwide during the presidential election cycles as host of 
primary debates originating from the state. Vrees was named 
Broadcasting & Cable’s News Director of the Year for 2012.
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There’s nothing quite like a 
family gathering to remind you 
of why they’re so infrequent.

TV: WHERE DEALS BEGIN FOR VEHICLE LOANS
  The pandemic may have slowed auto sales, but total motor 
vehicle loans increased from $1.2 trillion during Q2 2020 to 
$1.23 trillion during March 2021. As soon 
as the microchip shortage and vehicle 
inventory challenges are resolved, 
consumers will be flocking to dealerships 
for a new or used vehicle – and a car loan.
  Based on the analysis of data from The Media Audit’s 
62-Market 2020 Aggregate Survey, approximately 90% or 
more adults 18+ in all age groups with a car loan watch as 
much as six hours of TV daily. 
  Even the three youngest age groups 
with a car loan are spending many hours 
watching TV daily: 
• Adults 18-34 – 89.8% any exposure 

to TV daily, 51% at least three hours
• Adults 25-34 – 93.3% any exposure 

to TV daily, 54.2% at least three hours
• Adults 35-44 – 91.5% any exposure 

to TV daily, 50.5% at least three hours
  Unsurprisingly, the older the age group 
with a car loan, the more time spent 
watching TV daily.
• Adults 45-49 – 93.6% any exposure to TV daily, 57.1% 

at least three hours
• Adults 50-54 – 93.1% any exposure to TV daily, 57.9% 

at least three hours
• Adults 55-64 – 94.8% any exposure to TV daily, 63.2% 

at least three hours
• Adults 65-74 – 96.6% any exposure to TV daily, 71.9% 

at least three hours
• Adults 74+ – 96.1% any exposure to TV daily, 74% at 

least three hours
  These older adults have the most disposable income and, 
therefore, are the most desirable target audiences for car 
loan originators – and TV is where the deals begin.

DINING OUT RETURNS, BUT SUPPLIES ARE THIN
  Americans are going back to restaurants, bars and other 
dining places as COVID-19 restrictions come down, adding 
new strains in food-supply chains, The Wall Street Journal 
reports.
  Suppliers and logistics providers say distributors are facing 
shortages of everyday products like chicken parts, as well 
as having difficulty finding workers and facing surging 
transportation costs as companies effectively try to reverse 
the big changes in food services that came as lockdowns 
spread across the U.S. last year.
  “Over the last six weeks, we have seen the market come 
roaring back faster than anybody would have anticipated,” 
said Mark Allen, CEO of the International Foodservice 
Distributors Association. “The startup has been, in many 
ways, as difficult as the shutdown... Everybody is trying to 
turn it on immediately and the capacity might not be there.”
  Kerry Byrne, president of Total Quality Logistics, 
a Cincinnati-based freight broker with a large portfolio 
of businesses serving food-processing companies and 
distributors, said shortages of raw materials are leading to 
erratic deliveries of items that usually arrive on predictable 
schedules. “That disrupts entire supply chains. Everything is 
stressed,” he said.


