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‘SIMPLY PUT, YOU CAN’T BUY WHAT’S NOT THERE’
  As Memorial Day weekend approaches, bringing along 
one of the most popular car-buying weekends of the year, 
shoppers face a difficult marketplace with low vehicle 
inventory supply and record high prices due to strong 
consumer demand.
  Yet despite the challenging market conditions, car shoppers 
remain undeterred as they continue to buy cars at a record 
pace. Likely fearing even fewer choices and higher prices in 
the months ahead, new data from Kelley Blue Book reveals 
that car shoppers clearly are in buy-now mode.
  “Shoppers are expecting high prices and limited choices, and 
that’s exactly what they’re finding,” said Vanessa Ton, senior 
industry intelligence manager for Kelley Blue Book. “But 
even with the tough buying conditions, Kelley Blue Book’s 
data shows most consumers expect to push ahead with a 
purchase, even in a difficult and competitive marketplace.”
  The latest research from KBB reveals Americans are aware 
of the rising demand for cars as supply continues to fall, and 
73% of in-market car shoppers said they 
expect to find higher prices than normal.
  Heading into the big Memorial Day sales 
weekend, more than 60% of consumers 
said they’re not planning to delay their 
vehicle purchase. In addition, 42% expect 
to pay over sticker price for a new vehicle, and nearly 60% 
expect to find lower incentives.
  The current conditions are not changing people’s minds 
on what to buy, either. Despite high prices, most consumers 
aren’t considering smaller or less expensive vehicles, as 
81% said they plan to stay in their intended segment. Only 
37% said that high prices and lower incentives would likely 
delay their purchase, and of those willing to wait, 70% expect 
to sit the market out for three months or more.
  “We are in uncharted territory as the auto industry tries to 
maintain robust sales alongside low inventory levels, and this 
market really demands patience from shoppers,” said Matt 
DeLorenzo, senior managing editor for KBB. “Simply put, 
you can’t buy what’s not there, and dealers’ inventories are 
extremely tight. At this point, shoppers who can wait to buy 
a car probably should. But for those who can’t afford to wait, 
it’s more important than ever to shop 
smart. Do your research before making 
the trek to the dealership so you can 
keep as much cash in your pocket as 
possible when all is said and done. And 
despite the tough market out there, 
bargain shoppers will still be able to 
find a few deals.”
  At the end of April, the average 
vehicle listing price was $39,833, 
which is 7.9% above comparable 2019 
numbers. For luxury cars, the figure sat 
at $60,691 – only the second month 
it ever eclipsed the $60,000 mark.

KBB: HOLIDAY AUTO SHOPPERS TO FIND LIMITED SUPPLY 
ADVERTISER NEWS
  Ford Motor says it is developing two dedicated all-electric 
vehicle platforms, one for full-size trucks and SUVs, the oth-
er for cars and smaller SUVs, as part of a strategy to catch 
General Motors, Volkswagen and Tesla in the global elec-
trification race, Automotive News reports. The all-EV plat-
forms are part of an ambitious multiyear, multibillion-dollar 
plan the No. 2 U.S. automaker outlined for investors in an 
online event... Hyundai’s first EV on a dedicated platform, 
the Ioniq 5 compact crossover, will come to the U.S. market 
in the fall with an extended-range battery targeting 300 miles. 
The retro-styled vehicle will also come with two years of free 
charging at Electrify America stations and an optional sub-
scription ownership model. It will face rivals such as the Ford 
Mach-E, Volkswagen ID4, Tesla Model Y and Kia EV6 from 
Hyundai’s corporate sibling next year… Citi Trends is stag-
ing a strong comeback from the pandemic. The value retailer, 
which specializes in apparel, accessories and home goods 
primarily for African-American and Latinx customers, report-

ed earnings that topped expectations amid 
an increase in full-price selling, reduced 
markdown levels and improved inventory 
turns... Wilson Sporting Goods, known 
for sports equipment like basketballs and 
tennis rackets, is launching its first lifestyle 

apparel collection. The first collection, dubbed The Starting 
Lineup, includes products like training shorts, joggers, base-
ball tees and sweatshirts. Wilson is also planning to open 
its first stores in some key markets later this year... Nord-
strom reported mixed results for its Q1 with sales that beat 
estimates but were down compared to pre-pandemic levels. 
Sales trends reflected broad-based improvement across 
Nordstrom and Nordstrom Rack, in stores and online, and 
across regions and merchandise categories... Amazon was 
hit yesterday with an antitrust suit by the District of Colum-
bia, which alleges the company blocks sellers on its market-
place from offering better deals elsewhere, leading to higher 
prices for consumers. The lawsuit targets contracts between 
Amazon and its sellers, which D.C. Attorney General Karl 
Racine said prevent the sellers from offering lower prices on 
any other website, including their own.
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AVAILS
  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.
  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 preferred. CLICK HERE for 
details or to apply now. Equal Opportunity Employer/Drug 
Free Workplace!
  Meredith’s Arizona television and digital properties, 
KTVK-3TV and KPHO-TV CBS5, are looking to add to a 
great team! We need dynamic, motivated individuals who 
will present, develop, manage and solicit new and existing 
business accounts. This position assesses the market 
potential of prospective accounts and meets with local 
businesses to learn about their marketing needs. The AE 
achieves assigned revenue goals through sale of airtime, 
digital or other products and services to new and existing 
accounts. Apply HERE. EOE.

See your ad here tomorrow! CLICK HERE for details.

DISNEY: PRICE HIKE DIDN’T INCREASE CHURN
  Disney saw little consumer reaction when it raised the price 
of Disney+ by $1 a month earlier this year, clearing the way 
for more increases in the future, Next TV reports.
  Speaking at the J.P. Morgan Global Technology, Media 
and Communications Conference this week, Disney CEO 
Bob Chapek said the company was pleased with the price 
value proposition Disney+ still offers consumers.
  “I think that’s borne out by the fact that in the U.S. when 
we took our first price increase, we didn’t really observe any 
significantly higher churn than we had been seeing,” Chapek 
said.
 Chapek was also asked about the ad-supported parts of 
Disney’s business. “We’ve enjoyed double-digit ad growth in 
addressable advertising,” Chapek said.
  The growth is the result of Disney’s content and its advertising 
technology. “It starts with that unparalleled content,” he said, 
“but it also says something I think about our audience-focused 
data and technology and our ability to make that advertising 
truly addressable, which we’re excited about.”
  Chapek said Disney’s technology allows its customers to 
buy self-service programmatic advertising, which he called a 
much more modern way of transacting.

NRF: FATHER’S DAY SPENDING TO HIT $20.1 BILLION
  U.S. consumers are expected to spend more than $20.1 
billion on gifts and other items for Father’s Day this year, a 
record high, according to the National Retail Federation’s 
annual survey conducted by Prosper Insight & Analytics.
  Total spending for the holiday will surpass last year’s record 
figure of $17 billion.
  “Americans are looking forward to celebrating their fathers, 
husbands and sons this Father’s Day,” NRF President and 
CEO Matthew Shay said. “With our nation now making 
significant strides toward recovery and reopening, retailers 
are prepared to help customers safely 
find items they want and need to make 
this year’s holiday celebration extra 
meaningful.”
  The number of Americans (75%) who 
plan to celebrate the fathers, husbands 
and other paternal figures in their life this 
Father’s Day is consistent with previous 
years. Of those celebrating, half plan to 
buy gifts for their own dad, 26% plan to 
buy for a husband and 11% plan to buy 
for a son.
  However, consumers plan to spend a little more to treat 
their dads this year. Survey respondents indicated they plan 
to spend an average of $174 on Father’s Day items, or $26 
more than last year and a record high for the survey. Forty-
seven percent of the increase comes from spending more on 
special outings, clothing and consumer electronics.
  Those ages 35-44 will be this year’s biggest holiday 
spenders. They plan to spend an average of $259 on Father’s 
Day gifts, which is $49 more than last year.
  The top gifts shoppers plan to purchase are greeting cards 
(59%), clothing (49%), a special outing such as dinner or 
brunch (46%), gift cards (45%) and personal care items 
(28%). The number of consumers planning a special outing 
is back up to pre-pandemic levels.

THE CW ANNOUNCES ITS FALL 2021-22 SCHEDULE
  The CW is going seven days a week and is tinkering with its 
fall schedule to celebrate.
  The youth-skewing network will program the entire week 
for the first time and is going for a bumper unscripted slate 
across the weekend as it has originals on Saturday nights for 
the first time.
  The broadcaster is moving a slew of shows to new nights 
for the upcoming season including new spots for Riverdale, 
which is being paired with The Flash, Batwoman and Nancy 
Drew, with DC’s Legends of Tomorrow moving back to the 
fall after a midseason experiment.
  New scripted series Naomi and All American: Homecoming 
will debut in midseason, while Sunday night, which was a 
haven for scripted superhero series, is going alternative with 
new unscripted formats Legends of the Hidden Temple 
and Killer Camp.
  Obviously, last season’s schedule was impacted by 
COVID-19 with The CW launching its “fall” schedule in 
January 2021 so the definition of fall and midseason might 
have blurred as a result of the pandemic.
  The 2021-22 season will begin in earnest in mid-October, but 
the pandemic will continue to impact the network’s schedule 
with truncated episode orders expected across the board.
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ORGANIC FOOD SALES HIT RECORD HIGH IN ’20
  U.S. organic product sales climbed 12.4% in 2020, breaking 
the $60 billion mark for the first time and more than doubling 
the previous year’s growth, according to the Organic Trade 
Association (OTA).
  Organic food and non-food product sales totaled $61.9 
billion last year, vaulting over 5% growth to $55.1 billion in 
2019, OTA said in its 2021 Organic Industry Survey. Sales 
of organic food rose 12.8% to $56.5 billion in 2020, well 
above the prior-year gain of 4.6% to nearly $50.1 billion.
  Meanwhile, organic non-food sales — representing 8.8% 

of total organic product sales — came in 
at $5.4 billion in 2020, up 8.5% from just 
over $5 billion in 2019, when the segment 
grew 9.2%.
  The last time the U.S. organic product 
market saw double-digit sales growth 
was in 2015, when sales rose 11.3% 
year over year, capping off four straight 
years of double-digit increases, OTA data 
show.
  Last year in the U.S., nearly 6% of all 
food sold was certified organic, OTA 

noted. Fresh produce led the way, with organic fruit and 
vegetable sales up 11% to $18.2 million in 2020, according 
to the survey, produced for OTA by Nutrition Business 
Journal.

THIS AND THAT
  The big talk shows were the syndication standouts in the 
session ending May 16, with Live with Kelly and Ryan 
racing ahead 6% to a 1.8 live-plus-same-day national 
Nielsen rating to tie Dr. Phil at the top. Dr. Phil was the sole 
No. 1 in the prior week and upheld its 1.8. Live and Phil have 
been dead even in five of the past seven weeks, although 
Live is the season-to-date first-place talker... Philo TV is 
raising its price for new subscribers from $20 to $25 as of 
June 8, according to a blog from CEO Andrew McCollum. 
Those subscribed to Philo TV before June 8 will keep their 
current package and their price won’t change, he wrote.
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I used to be jealous of people 
with nice cars. Now I’m jealous 

of people who can process 
saturated fats.

OUTLOOK: TV UPFRONT TO RISE 7.6% TO $19.9B
  Following a similar recovery with other advertising 
platforms, the U.S. TV upfront market is estimated to climb 
7.6% this year to reach $19.9 billion for the 2021-2022 TV 
season, according to eMarketer.
  While this is an improvement over the $18.5 billion a year 
ago (2020-2021 TV season) and up from the $19.2 billion 
for the 2019-2020 TV season, it is down from levels of 
nearly $20 billion-plus in preceding years.
  These results include ad spending on all national linear 
broadcast and cable TV platforms, including digital media.
  For the last TV season, Media Dynamics 
estimates there was a total of $2.9 billion 
in cancelled upfront commitments due to 
pandemic disruptions — around a 13% 
drop from the initial estimated upfront 
spend for that season, which was $21.9 
billion. In a typical year, eMarketer 
estimates advertisers cancel about 4% of 
their upfront commitments.
  For the 2020-2021 season, eMarketer 
now estimates there was a 3.5% decline 
in upfront TV spending. In June of 2020, 
it predicted a 27.1% decline in initial upfront spending 
commitments.
  More gains are coming for the following season (2022-
2023), according to eMarketer — a more modest 3.3% hike 
to $20.5 billion.
  It’s estimated that national TV upfront deals amount to 
around 70% of all TV network ad spending for a typical 
season.

AND THE MOST REPUTABLE U.S. RETAILERS ARE...
  Patagonia, an outspoken brand known for its activist 
environmental agenda, has the best reputation in the U.S.
  That’s according to the 22nd annual Axios-Harris Poll 
100, which ranks the reputations of the 100 most visible 
companies in the U.S. based on a survey of nearly 43,000 
Americans in a nationally representative sample conducted 
in April.
  Outdoor brand Patagonia not only had the best reputation 
in the retail sector, it also ranked as the most reputable 
company among all industries surveyed (18 in all), with a 
score of 82.7. Rounding out the top five overall are Honda, 
Moderna, Chick-fil-A and SpaceX.
  Three other retailers also placed in the top 10 overall: Chewy 
(No. 6), Costco Wholesale (No. 9) and Amazon (No. 10).
  Among retailers, Sears had the poorest reputation, ranking 
at the bottom of the retail sector and 96th of all companies 
surveyed.
  In the retail sector, the top 10 companies with the best 
reputations were: Patagonia, Costco, REI, Ikea, Lowe’s, 
CVS Health, Target, The Home Depot, Walgreens and 
Best Buy.
  “The results of the poll bear out what we’ve been seeing at 
Axios, particularly among advertisers,” said Jim VandeHei, 
co-founder and CEO of Axios. “Companies that advertise 
around corporate social responsibility and purpose is a hot 
trend right now. Messages about values not only boost a 
company’s reputation, but they also help with recruiting 
talent, especially among younger workers that care more 
about what a company stands for.”

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


