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STUDY: EARLY PANDEMIC WINNERS HOLD STRONG
  Retail brands performed particularly well during the 
pandemic — with Target and Costco making big gains in 
“brand intimacy” in the past year, according to a new study 
by brand consultancy MBLM. Apple, always a strong brand, 
got even stronger, holding the place it won last year atop 
Amazon as No. 1 overall.
  Some brands that saw ratings spike in the first year of the 
pandemic, including Zoom, Lysol and Purell, also either 
held their ground or moved even higher. Others that saw a 
strong spike in sentiment last year dropped a bit.
  MBLM (pronounced “Emblem”) has been compiling rankings, 
based on annual summer surveys of 3,000 consumers, for 
more than a decade. In this second year of the study during 
the COVID-19 pandemic, rankings proved particularly fluid, 
according to Managing Partner Mario Natarelli.
  Costco made a big leap to break into the top 10. 
Toyota became the first non-U.S. automotive brand 
to lead its category and Harley-Davidson was 
among the 10 brand intimacy winners.
  Brand intimacy is a complex scorecard. It 
incorporates how people rank brands on fulfillment 
(performance vs. expectations), indulgence (whether 
the brand is associated with moments of pampering or 
gratification), identity (whether the brand represents 
an aspirational image) enhancement (whether the 
brand makes people’s lives better), ritual (whether 
the brand is incorporated into daily actions and 
nostalgia (whether the brand creates warm feelings.)
  Brands that ranked high on intimacy this year generated 
$16 billion more in profit than those that didn’t.
  Apple, always strong, came on even stronger. The 
percentage of people saying they can’t live without the brand 
rose eight points to 48%. The percentage of people saying 
they’re willing to pay 20% more for its products than they 
would for those of competitors also rose eight points, to 29%.
  There were significant age, gender and income divisions. 
Amazon beat Apple among those 45-64. Costco was the top 
brand among people with household incomes of more than 
$150,000. Target did well among females, customers with 
household incomes of $35,000 to $100,000 and those 18-34.
  Among brands that held up well in the 
pandemic’s second year are Zoom and 
Lysol. They ranked second and third, 
respectively, among all brands for 
their response to COVID-19. Although 
they didn’t hit the top 10, some food 
brands did particularly well, including 
Nabisco and Chick-Fil-A — the latter 
leading all brands in the percentage of 
people willing to pay 20% more for its 
products.
  Natarelli said Toyota scored high on 
fulfilling practical needs, while Harley 
had more of an aspirational appeal.

APPLE, TARGET, COSTCO COVID-ERA BRAND WINNERS
ADVERTISER NEWS
  Ford Motor has set up a special “satisfaction” fund for Bron-
co customers that allows for maximum payments of $1,000 
in “an attempt to assist dealerships while helping manage the 
wait for Bronco customers with confirmed orders.” The Dear-
born, Mich., automaker asked dealers and sales managers 
in a letter dated Sept. 1 to “create an action plan for how best 
to use your budget to help engage Bronco customers and 
help manage their wait,” the Detroit Free Press reports… 
Kroger’s plans in Florida involve online order and delivery 
through automated facilities where bots sort items picked 
by employees. Kroger has “spoke” facilities in Tampa and 
Jacksonville and has added an automated fulfillment center 
in Groveland that can deliver items within 90 miles of its lo-
cation… Two new Whole Foods Market stores — one in 

Sherman Oaks, Calif., the other in Washington, D.C. 
— will be the first under the banner to deploy Am-
azon’s Just Walk Out technology when they open 
next year. Neither location will have staffed checkout 
lines, opting instead for self-checkout kiosks to com-
plement the Just Walk Out lanes while offering tradi-
tional checkout with employees only at the customer 
service desk… KFC is holding off on advertising its 
boneless chicken menu items because supplies are 
tight. It will instead focus marketing efforts on bone-
in chicken, which is more plentiful, KFC U.S. Presi-
dent Kevin Hochman said. Employee shortages at 
poultry processing plants are taking a toll on supplies 
of nuggets, tenders and other labor-intensive prod-

ucts… Saks Fifth Avenue will introduce eight emerging 
fashion brands as part of a program to accelerate the growth 
of independent brands and give shoppers more reasons to 
shop at Saks. Half of the brands in the New Wave collections 
are owned by Black people, indigenous people or people of 
color, and the retailer expects the labels to ultimately gener-
ate seven-figure sales… Draper James, the lifestyle brand 
created by Reese Witherspoon, has teamed with Lands’ 
End for the third time to roll out a 45-piece line of lounge-
wear, sleeping attire, pet items and home goods. The brands
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AVAILS
    KARK-TV and FOX16, the NBC and FOX affiliates in 
Little Rock, Ark., seeks a digital media leader to support 
a sales team of 20 multiplatform account 
sellers. The Digital Sales Manager directly 
oversees the daily operations of the station’s 
digital advertising business and interacts 
with clients and advertising agencies to maximize digital 
revenue. The ideal candidate will deliver polished sales 
presentations to local decision-makers in a language they 
can understand. Must be well versed in the evolving digital 

advertising landscape. Apply HERE. 
EOE.
  CBS17 (WNCN, a Nexstar station) 
in Raleigh, N.C., is searching for 
an Account Executive.  The AE is 
responsible for linear TV and digital 
revenue through the strategic selling 
of our linear and digital marketing 
offerings. The AE is responsible for 
developing and executing go-to-market 
sales strategies that result in exceeding 
revenue targets — and for delivering 

and marketing a powerful suite of local marketing products 
and services that help local SMBs grow successfully. Get 
more details or apply now HERE. EOE.
  Are you a digitally savvy, competitive sales professional 
with experience in all things television who enjoys being in 
the field, leading, training and growing sales 
professionals while driving our clients and our 
companies’ business forward? KULR-8 (NBC), 
Cowles Montana Media’s Billings, Mont., 
news station, seeks an experienced sales 
leader who is hungry to lead a team through new business 
development by taking a business consultant approach and 
providing creative and effective advertising. Send resume 
and cover letter, noting desired position, referral source and 
salary history to: jobs@kulr.com. EOE.
  WAAY-TV ABC 31, serving the Huntsville-Decatur-Florence, 
Ala., market, seeks an exceptional, experienced General 
Sales Manager. The ideal candidate 
will excel at leadership, motivation 
and training to lead the market’s most 
experienced and respected sales and 
marketing team of talented individuals. Skills in inventory 
management are required, as is the ability to forecast, 
budget and to recruit talented account executives to join our 
team. Exceptional skill in growing digital revenue is required. 
Full details HERE. Resume to: jobs@waaytv.com. EOE.
  Austin, Texas-based ABC affiliate KVUE has an exciting 
opportunity for a Local Sales Manager to join our dynamic, 
top-performing, forward-thinking sales 
team. The position requires growing shares 
of direct, agency and digital business, as 
well as creating opportunities to develop 
significant new business to achieve budgets. The LSM 
is responsible for recruiting and continuing to grow and 
challenge a sales team that successfully works with all levels 
of the local market’s business community. CLICK HERE and 
scroll to find LSM opening. EOE.

See your ad here tomorrow! CLICK HERE for details.

ROBOTS MAKING STRIDES IN RETAIL WORKFORCE
  In 2020, 34% of medium to large U.S. warehouse and 
fulfillment center operators (with more than $10 million in 
annual revenues) had robots deployed in one or more of 
their locations.
  That’s according to eMarketer, which says that number 
will rise to 42% in 2022. In-store robots among retailers with 
more than $10 million in annual revenues will see similar 
increases: 31% had robots in-store in 2020, and 36.5% will 
have them in 2022.
  Robots help retail companies reduce their labor 
requirements while also performing tasks 
without needing to bring employees 
and customers into close proximity. In 
retail stores, they perform a range of 
functions, including cleaning, stocking, 
inventory monitoring and management, 
and product transport.
  Penetration rate growth for robots 
in both warehouse and in-store roles 
increased significantly between 2019 
and 2020 but will taper off some in years 
to come, the research firm says. By 
2023 eMarketer projects 44.5% of warehouse fulfillment 
operators measured will have robots deployed to locations, 
and 37.5% of retailers measured will have robots working 
in-store.

AMC CAMPAIGN EARMARKS $25M FOR TV SPEND
  In a first for AMC Theatres, the largest U.S. movie-theater 
chain is airing a national advertising campaign — with the 
bulk of a $25 million ad budget to be spent on network 
television. The campaign features actress Nicole Kidman 
under the theme: “AMC Theatres. We Make Movies Better.”
  Creative will consist of 60-second, 30-second and 
15-second commercials, highlighting the message that a 
big screen communal setting for films can only be found in 
movie theaters, something that makes movies better.
  The campaign started yesterday on online and social-
media platforms. On Sunday, video advertising messages 
will play across multiple platforms worldwide, in particular on 
U.S. network television. Later this month, those messages 
will be seen in nearly 600 U.S. AMC theaters.
  The company says, according to its knowledge: “This 
marks the first national advertising program by a major 
theatrical exhibitor in the history of cinema.”

WSJ: INDEED.COM JOB OPENINGS STILL ROBUST
  Demand for workers in the U.S. remained strong — but 
leveled off — in the late summer due to an easing of job 
openings for in-person services positions as the economic 
recovery showed signs of slowing due to the delta variant 
of COVID-19.
  The Wall Street Journal says postings on job-search 
site Indeed.com were up about 39% at the end of August 
from February 2020, ahead of the pandemic. That marked 
a modest gain from the comparable week of July, when 
postings were up 37% from February 2020.
  Advertisements grew for jobs in healthcare, technology 
and finance positions that can be done remotely. Postings 
for child care and beauty and wellness fell and openings in 
construction and at restaurants rose only slightly.
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By 2023, 44.5% of warehouse 
fulfillment operators will have 
robots deployed to locations, 

and 37.5% of retailers will have 
robots working in-store.
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THIS AND THAT
  Live entertainment is back, says Joe Berchtold, president 
of Live Nation. The company, which owns Ticketmaster, 
said 8 million people attended its shows during August, 
building on momentum from Q2, when revenue climbed 
677% to $575.9 million compared with the previous year. 
Attendance for the rest of the year is expected to continue 
to track lower than 2019 levels, Berchtold said, but 2022 
“will be bigger than 2019 was.” He said the company’s 
concert pipeline is up double digits from this time two years 
ago... Podtrac says iHeartRadio remained the biggest 

podcast publisher it measures during 
August. It says iHeart’s reach was up 
7% and streams and downloads climbed 
10%. NPR remained second, followed 
by Wondery. Overall, Podtrac says all 
top 20 publishers had growth in their 
unique monthly U.S. audience in August 
compared to July. It says the average 
publisher was up 15% last month 
compared to a 2% decline a month 
earlier... Media Bridge Advertising 
says Shannon Knoepke has joined the 

agency as SVP of marketing. Knoepke’s 20-year media 
background includes serving as SVP and market manager 
of Audacy (formerly Entercom), the second-largest radio 
company in the U.S., as well as senior managerial experience 
at Townsquare Media, Cumulus Broadcasting and Clear 
Channel.

ADVERTISER NEWS
(Continued from Page 1)
first partnered last year on a swimwear line and the newest 
collection includes apparel for women, men and kids… 
Lululemon Athletica maintained its momentum in the 
second quarter. Revenue jumped to $1.45 billion from 
$902.3 million a year ago, topping the $1.33 billion analysts 
had expected. Direct to consumer net revenue increased 
8% to $597.4 million and represented 41.2% of total net 
revenue. Company-operated stores net revenue increased 
142% to $695.1 million. Sales in North America rose 63% 
and were up 49% internationally. The company opened 
11 stores during Q2, ending with 534 stores... Publix is 
opening its first store in Kentucky. Publix expects to open 
the 55,000-square-foot store, which will be located in 
eastern Louisville, in Q4 2023.
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FunnyTweeter.com

I went to the Army Surplus 
store and they didn’t have a 
single extra soldier for sale. 
Come on. False advertising 
much? Old Navy can take a 

flying leap too.

NBC EYES SELLOUT OF SUPER BOWL INVENTORY
  NBC has just a handful of Super Bowl ads left, as the entire 
NFL marketplace is met with a sense of urgency from brands 
leading into the start of the season last night, according to 
sales leaders at the broadcast networks. 
  NBC, which will broadcast Super Bowl LVI on Feb. 13, 
2022, has just about five, 30-second ad units remaining in 
the Big Game, says Dan Lovinger, EVP, advertising sales, 
NBC Sports Group.
  “Demand exceeds our remaining inventory available,” he 
says, confirming that NBC is now completely sold out of 
coveted “A” positions — the first ad slot in 
a commercial break — with just one break-
capping “Z” position still up for grabs. Of 
the few ad units that Lovinger suggests 
are still open, at least two are back-to-
back, reserved for a brand that may 
approach the network with a 60-second 
piece of creative.
  The network is asking as much as $6.5 
million per 30 seconds of airtime, up from 
the $5.6 million price tag for the game on 
CBS earlier this year, AdAge reports.

COMSCORE, FUSE MEDIA IN MEASUREMENT DEAL
  Comscore said it has signed an agreement to provide Fuse 
Media with national TV audience measurement for the linear 
Fuse channel.
  Under the agreement, Fuse will have access to Comscore 
TV, the company’s new audience measurement service. 
The deal comes as measurement companies, including 
Comscore, aim to compete with ratings leader Nielsen, 
which recently lost accreditation from the Media Rating 
Council for its national TV service.
  “We are thrilled to partner with Fuse Media on National TV 
measurement,” said Carol Hinnant, chief revenue officer 
at Comscore. “This agreement underscores Comscore’s 
reputation as a trusted third-party benchmark of consumer 
behavior, and we look forward to providing the Fuse team 
with meaningful, stable insights that enable them to fully 
understand and better serve their audience.”

MORTGAGE DEMAND LOWEST IN TWO MONTHS
  Mortgage rates appear to be stuck in a holding pattern, 
giving borrowers no particular incentive to act, especially 
on refinances. Total mortgage application volume fell 1.9% 
last week compared with the previous week, according to 
the Mortgage Bankers Association’s seasonally adjusted 
index. It was at the lowest level since last July.
  The average contract interest rate for 30-year fixed-rate 
mortgages with conforming loan balances ($548,250 or less) 
remained unchanged at 3.03%, with points decreasing to 
0.33 from 0.34 (including the origination fee) for loans with a 
20% down payment.
  “Refinance volume has been moderating, while purchase 
volume continues to be lower than expected given the lack 
of homes on the market,” said Mike Fratantoni, MBA’s chief 
economist. “Economic data has sent mixed signals, with 
slower job growth but a further drop in the unemployment 
rate in August. We expect that further improvements will lead 
to a tapering of Fed MBS purchases by the end of the year, 
which should put some upward pressure on mortgage rates.”

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


