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BUT REST OF 2020 LOOKS TO BE A BUMPY RIDE
  A report published this week by Zenith Media forecasts a 
21% dip in automotive industry ad spending across 10 key 
markets worldwide, making the sector one of the hardest hit 
by the current economic crisis.
  “That’s two-and-a-half times faster than the decline of the 
ad market as a whole in these markets,” says Zenith, which 
is projecting a 9% drop for the industry overall.
  However, Zenith forecasts a rapid recovery in 2021.
  “Automotive ad spend is poised to outperform the market 
in both 2021 and 2022, with 10.5% growth in 2021 and 
11.4% growth in 2022,” Zenith says — though 
the 2022 projection ($31.9 billion) is expected 
to fall slightly short of 2019’s spend of $32.8 
billion.
  In the U.S. market, Zenith reports that ad 
spending for car brands will decline by 21.9% 
this year but will increase 11.6% in 2021 and 
17.3% in 2022.
  “Initially, the large decline in 2020 will make 
the comparison easier in 2021,” Zenith says. “But delayed 
purchase decisions and persistent reluctance to use shared 
and public transport are expected to lead to the first growth 
in passenger car sales since 2017, fueling sustained growth 
in automotive advertising in 2022.”
  While television and radio will continue to play important 
roles in messaging, both are expected to lose ground to 
digital advertising, which Zenith predicts will be the only 
channel to grow between 2019 and 2022.
  “Digital advertising is the most important single channel for 
auto brands, but automotive advertising is less digital than 
the market as a whole,” the report says. “Automotive brands 
spent 42% of their budgets in digital channels in 2019, while 
the average brand spent 49% digitally. Automotive brands 
are also less prominent in magazines and out-of-home.”
  TV is the second-biggest channel for auto advertisers.
  “Television and radio will remain important media for 
automotive advertising,” the report says, “with relatively 
restrained declines of 6% and 7% respectively between 
2019 and 2022.”
  And while Zenith says the coronavirus crisis has played 
a major role in the 2020 downturn, it 
may also influence sustained growth 
in car buying. “Personal safety will 
continue to drive consumers’ desire to 
avoid public and shared transportation 
for the immediate future,” the report 
says. Global Web Index data shows 
that people have an increased desire 
for flexibility when it comes to working 
from home and using alternatives to 
public transport post-pandemic; as 
lockdown eases and people return to 
work, we will likely see a resurgence 
in private car ownership.”

ZENITH: AUTO AD BUDGETS SET TO REBOUND IN 2021
ADVERTISER NEWS
  Walmart is ending one-way aisles and opening a sec-
ond set of doors in its stores as it departs from some of 
the practices it put in place when the coronavirus outbreak 
spread across the U.S. “We have seen that generally, cus-
tomers have adopted new behaviors and take serious their 
personal responsibility to wear masks, practice social dis-
tancing and use our expanded hours to better spread traf-
fic throughout the day, enabling us to provide them new 
options,” Walmart said... Meanwhile: The retail titan is hir-
ing 20,000 workers to help fulfill online orders during the 

Christmas shopping season. The new work-
ers being hired are in addition to 500,000 new 
jobs created in the retailer’s stores and sup-
ply chain operations since the beginning of the 
novel coronavirus pandemic... Kroger plans to 
roll out a visual AI system nationwide to help 
reduce customer errors at its self-checkouts. 
The technology will help “remove friction for 
the customer, but we can also remove control-

lable costs from the business and redirect those resources 
to improving the customer experience even more,” said 
Mike Lamb, vice president of asset protection at Kroger... 
Stitch Fix reported a sales gain that was lower than what 
Wall Street expected and its forecast for its first fiscal quar-
ter wasn’t much better. The company said apparel sales 
were “undoubtedly not what” they were prior to the coro-
navirus pandemic... Nike’s revenue bounced back signifi-
cantly from its last quarter, coming in at $10.6 billion for 
Q1, up from $6.3 billion in Q4. That’s down just 1% from 
Q1 of last year on a reported basis, and flat on a constant 
currency basis. Net income grew by 11% to $1.5 billion. By 
brand, Nike brought in $10 billion (flat year over year) and 
Converse grew 2% to $563 million. Nike Direct sales grew 
12% to $3.7 billion, while Nike brand digital sales increased 
82%, while wholesale and Nike’s physical stores remained 
lower than usual... Party City plans to open just 25 pop-up 
stores under its Halloween City banner this year as it navi-
gates a holiday disrupted by the pandemic, according to a

(Continued on Page 3)
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GROCERY SHOPPERS FEELING COVID-19 PAIN
  Since the COVID-19 outbreak, 85% of Americans say they’re 
paying more for groceries, and 75% report shelling out more 
money for household goods and services, according to a 
survey by C+R Research.
  In a poll of 2,040 U.S. consumers, Chicago-based C+R 
Research found that shoppers are spending an average 
of $139 per week on groceries during the coronavirus 
pandemic. More than half (51%) said they’re spending $100 
or more each week, with 28% laying out $150 or more. The 
largest percentage of respondents (44%) are spending $75 

to $149 weekly.
  On the food side, 68% of those surveyed 
reported paying more for meat, followed 
by eggs (48%), milk (48%), fish (45%), 
fruit (37%), rice (30%), cheese (29%) and 
poultry (28%). Nonfood and household 
items that are snaring more consumer 
dollars include cleaning supplies (cited 
by 59% of respondents), paper products 
like bathroom tissue (39%), personal 
care and cosmetics (33%), apparel 
(26%), pet supplies (21%) and health 

care and prescriptions (18%).
  “If you’ve noticed higher prices at the checkout aisle since 
COVID-19, you’re not alone. Americans across the country 
have been paying more for staples such as meat, eggs and 
poultry as well as everyday household goods,” C+R Research 
said in its report. “Grocery prices skyrocketed beginning in 
March and still haven’t fallen to pre-pandemic levels.”

AVAILS
  WPSD-TV and the Paducah Sun is seeking a digital savvy 
person who wants to work with the best group of marketing 
professionals in the Paducah DMA, in the capacity of Digital 
Sales Strategist. This position leads from the 
front and the successful candidate will possess 
a broad working knowledge of the fundamentals 
and emerging trends of interactive media 
sales, advertising and marketing solutions for 
local businesses. Send a cover letter, resume 
(CV) telling us why you would be an ideal fit to: DSS@
WPSDlocal6.com. No calls please. EOE.

See your ad here tomorrow! CLICK HERE for details.

SAMSUNG STILL LEADS U.S. SMART TV MARKET
  Samsung and its Tizen operating system continue to 
dominate the U.S. smart TV market, controlling 32% of 
market share, according to the latest Statista data.
  Chinese manufacturer TCL has surpassed American brand 
Vizio and has moved into second place at 14% of sales, 
the research company said. TCL’s low-priced, full-featured 
smart TVs mostly run on Roku, but the company has also 
introduced a product line based on Google’s Android TV 
OS.
  The sales figures are meaningful in that embedded OS in 
smart TVs is increasingly the means for which consumers 
access connected TV.
  Samsung’s Tizen is the most widely used OTT operating 
system in the world, according to Strategy Analytics, 
controlling 14% of connected TVs.

P&G WILL NEGOTIATE DIRECTLY WITH TV ON ADS
  One of the nation’s most traditional advertisers is breaking 
the rules on Madison Avenue, Variety reports.
  Procter & Gamble, which spends millions to call attention 
to high-profile products like Crest, Tide and Pampers, will 
negotiate directly with media outlets going forward, a move 
that is likely to take it out of typical “upfront” discussions that 
involve letting media-buying agencies utilize its ad spend for 
leverage in the annual talks.
  Procter has been a driving force in the TV-upfront market 
for decades, owing to its massive annual outlay for TV ads. 
But the company has, along with several 
other large advertisers, sought to make 
changes in recent weeks. “We almost 
always end up buying too much, but we 
can buy ‘options’ to return some spending 
without penalty – and to avoid the open 
‘scatter market’ where even higher prices 
are extremely punishing,” said Marc 
Pritchard, the company’s chief brand 
officer, speaking yesterday at an industry 
conference. “Buying too much inventory 
is inefficient at best, and at worst, leads 
to excess frequency through heavy ad loads in programs – 
annoying consumers and wasting money. The system must 
change.”
  Procter is one of several large marketers pushing to change 
one of TV’s most important economic cycles. In June, the 
Association of National Advertisers, which represents 
1,600 companies that spend more than $400 billion annually 
on advertising and marketing, called for seismic changes to 
the upfront, which has roots in historic business movements, 
such as car companies unveiling new models in autumn. 
Unilever and MasterCard have also pushed for new 
systems.

NETWORK NEWS
  Supergirl is officially hanging up her cape. In a joint 
decision, the CW and producers Warner Bros. Television 
and Berlanti Productions have announced that the 
upcoming sixth season of Supergirl will be its last. Production 
on the Supergirl curtain call is set to begin later this month, 
and the writers have already started developing storylines for 
the final 20 episodes, according to sources. The network is 
aiming to premiere the sixth and final season in 2021. News 
of the show’s demise comes almost exactly four months after 
the Season 5 finale. The series originally debuted on CBS 
in October 2015, before moving to the CW from Season 2 
onward... Good news for This Is Us fans — the hit family 
drama will be back sooner than expected. The fifth season 
of the NBC show will launch with a two-hour premiere on 
Oct. 27, the Tuesday before the presidential election. A fall 
premiere date announcement by NBC three weeks ago had 
This Is Us set for a two-hour season debut on Nov. 10, the 
Tuesday after the Nov. 3 election... Kevin Zegers (Fear the 
Walking Dead) and Nashville alum Sam Palladio are set 
as leads opposite Katey Sagal in Rebel, the ABC drama 
series inspired by the life of activist Erin Brockovich. Rebel 
centers on Annie “Rebel” Bello (Sagal). She is a blue-collar 
legal advocate without a law degree — a funny, messy, 
brilliant and fearless woman who cares desperately about 
the causes she fights for and the people she loves.
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George Carlin

I went to a bookstore and 
asked the saleswoman, 

‘Where’s the self-help section?’ 
She said if she told me, it 
would defeat the purpose.
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STUDY: MEDIA MERGERS BOOST LOCAL NEWS
  A new Gray TV-backed study finds that media consolidation 
increases news output. One of the knocks on broadcast 
mergers is that ownership consolidation leads to consolidated 
newsrooms and a reduction in investment in news.
  But a study from economist Mark Fratrik of Gray’s 93 TV 
markets found that in markets where stations were permitted 
to join forces, as was the case with Gray’s 2018 purchase of 
Raycom Stations, their news output increased “far more” 
than markets without consolidation.
  That study buttresses Gray’s long-standing arguments that 

the FCC should deregulate local station 
ownership limits, including allowing 
small-market combos.
  The study also follows an op-ed for 
Multichannel News written by FCC 
Chairman Michael O’Rielly back in July 
asserting that the FCC’s small-market 
consolidation policies that he supports 
can lead to greater news coverage and 
using Gray TV stations as an example.
  Among the study’s takeaways: “In 
markets where a consolidation of local 

broadcast stations occurred, total news output increased at 
those stations by almost 28%, while in other markets without 
any consolidation, the total news output grew less than 18% 
over the same period.”

ADVERTISER NEWS
(Continued from Page 1)
press release. The number of stores represents a 91% re-
duction compared to last year’s announcement of 275 Hal-
loween pop-ups. Hiring for the holiday declined at a slower 
pace. For this year Party City plans to hire 20,000 temporary 
employees for the Halloween season, which is down 20% 
from 2019... An internal Amazon email reportedly indicates 
the e-tail giant will hold the 2020 edition of its Prime Day 
online sales extravaganza in mid-October. According to The 
Verge, the email says Amazon will hold a 48-hour Prime Day 
event Tuesday, Oct. 13 and Wednesday, Oct. 14, with an of-
ficial announcement on Sunday, Sept. 27. On July 21, Ama-
zon publicly announced it would hold Prime Day “later than 
usual.” Reports have been circulating for several months that 
the online giant was postponing Prime Day as it worked to 
keep up with increased demand due to the COVID-19 pan-
demic and ensure worker safety.

9/24/2020

FunnyTweeter.com

Welcome to parenthood. 
Your refrigerator is now 
a graveyard of your kids’ 

half-finished drinks.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

STUDY: CAMPAIGNS STRONGER WITH TV, DIGITAL
  New research from Effectv, the advertising sales division 
of Comcast Cable, and MediaScience finds that advertising 
campaigns paring television and digital are more effective 
than digital-only campaigns.
  The study, Digital Loves TV, included a panel of adults who 
were shown ads on YouTube only, Facebook only, YouTube 
and TV, and Facebook and TV. The participants were shown 
a mix of known and unknown (fictitious) brands in several 
viewing environments, and their responses were measured 
with neurometrics, facial coding, eye tracking and survey 
questions.
  When shown ads in both TV and digital 
environments, the study found that 
viewers spent three times more time 
with ads on TV and digital compared 
to digital alone. In addition, their brand 
recall more than doubled when a digital 
ad was accompanied by a TV ad for the 
same brand. There was also a 15% lift 
in purchase intent when ads aired on TV 
plus digital compared to digital alone.
  “This study demonstrates TV advertising’s 
impact on consumer awareness of and attitude toward both 
established and lesser-known brands,” said John Brauer, 
executive director of Data, Insights and Innovation, Effectv. 
“TV is a trusted source of information, and pairing TV with 
digital video more effectively builds brand strength than 
digital alone.”

DISNEY FILM DELAY ANOTHER BLOW TO THEATERS
  Disney’s confidence in movie theaters’ ability to recover 
in 2020 is waning. Yesterday the company pushed back a 
number of its theatrical releases, including Marvel blockbuster 
Black Widow, CNBC reports.
  The decision isn’t surprising considering how lackluster 
ticket sales have been at domestic cinemas since the industry 
attempted a large-scale reopening in late August. Still, the 
move is a huge blow to theater operators, who were relying 
on big budget features to bring back moviegoers.
  Already, Wonder Woman 1984 was displaced from its 
October release date, leaving a more than month’s long gap 
between major Hollywood releases. Without Black Widow, 
the next big feature won’t arrive until late November when 
MGM’s No Time to Die and Disney’s Pixar film Soul are 
slated for release.
  “Tentpoles drive the box office. Always have,” said Jeff 
Bock, senior analyst at Exhibitor Relations. “So, while 
there’s an opportunity for smaller distributors to get in on the 
big screen action, it’s doubtful theaters can survive on small, 
genre-driven films alone.”

ACCOUNT ACTION
  Campaign US reports that JPMorgan Chase is putting 
its global media planning and buying account up for review. 
The review, which is being supported by MediaLink, covers 
the financial services giant’s offline media buying account in 
the U.S., Northern Europe and Asia. U.S. incumbent Zenith, 
which has held the business since 2005, is participating in 
the pitch. The offline media account is worth $218 million, 
according to COMvergence. JPMorgan handles its $200 
million digital account media in-house.


