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iSPOT.TV: TOYOTA ($19.9M) MONTH’S TOP SPENDER
  Automakers spent 13% more on national TV in 2021 vs. 
2020, but TV ad impressions dipped slightly, per iSpot.tv.
  August 2021 spending increased $13.7 million to $121.9 
million compared to $108.2 million in 2020. August 2021 TV 
ad impressions registered at 25.4 billion, down from 26.9 
billion in 2020.
  The top five brands by spending in August 2021 were 
Toyota ($19.9 million), Jeep ($14.1 million), Nissan ($12.4 
million), Chevrolet ($11.1 million) and Ford ($8.6 million).
  The most-seen automaker ads in August were Jeep: “Wildly 
Civilized” (1.26 billion TV ad impressions), Nissan: “Return to 
Rugged” (1.04 billion), Chevrolet: “Open” (998 million), Ram 
Trucks: “Make This the Summer of Ram” (877 million) and 
Nissan: “60 Years in 30 Seconds” (755 million).
  Toyota spent heavily on the Tokyo Olympics, with nearly 
70% of national TV ad spend going toward the international 
event that it sponsors. Preseason NFL football (2.54%) was 
the only other program with more than 
2% of Toyota’s spend during the month.
  Automakers flocked to the Olympics 
in August to get in front of a nationwide 
audience tuning in to the Games 
across a variety of NBCUniversal-
owned networks and platforms, said 
Stuart Schwartzapfel, SVP, media 
partnerships at iSpot.tv. “The emphasis 
on tentpole events like the Olympics 
and NFL preseason didn’t mean a departure from local ads, 
though, with auto brands actually increasing share of local 
impressions compared to July as they look to move inventory 
in specific markets,” Schwartzapfel tells Marketing Daily.
  The top five brands by impressions in August 2021 were 
Nissan (2.96 billion), Toyota (2.92 billion), Chevrolet (1.97 
billion), Jeep (1.95 billion) and Hyundai (1.75 billion).
  The biggest increases among top 10 brands by spend in  
August vs. a year ago were Ford (up 296%), Jeep (+118%), 
Nissan (+83%), Lincoln (+83%) and Chevrolet (+80%).
  Over 23% of auto brands’ TV ad impressions in August 
came from sports, though reality TV made up 12.8%. The 
top networks for automaker TV ad impressions in August 
were NBC (1.75 billion), MSNBC 
(645 million), Fox News (614 million), 
CBS (577 million) and the Weather 
Channel (551 million).
  Cable news TV ad impressions spiked 
toward the end of August between the 
situation in Afghanistan and Hurricane 
Ida. The Weather Channel, in particular, 
saw large TV ad impression numbers 
around Hurricane Ida coverage, as 
indicated by its appearing among the 
top programs as well, despite only 
running for a few days during the 
month.

AUTOMAKERS’ AUGUST TV SPENDING CLIMBS 13% YOY
ADVERTISER NEWS
  General Motors said yesterday it will extend a shutdown of 
a Michigan assembly plant by two weeks in the aftermath of 
a new recall of its Chevrolet Bolt electric vehicles over bat-
tery issues. The largest U.S. automaker said the extension 
of the production halt at its Orion Assembly plant that will 
go through at least Sept. 24 was “a result of a battery pack 
shortage” related to the recall that followed reports of 10 bat-
tery fires. GM said it will not resume Bolt production or sales 
until it is satisfied that the recall remedy will address the fire 
risk issue, Reuters reports... Meanwhile: GM will extend pro-
duction cuts at crossover, midsize pickup and sedan plants 
next week because of the lingering microchip shortage, but 
full-size pickup production will resume Monday, as planned… 
Stellantis has extended shutdowns at its Jeep Cherokee 
plant in Belvidere, Ill., and its minivan plant in Windsor, On-
tario, due to the ongoing global shortage of semiconductors. 
The plants, which will be down the weeks of Sept. 13 and 

Sept. 20, were previously idled Aug. 30 
and Sept. 6 for the same reason. Both 
factories have had significant downtime 
this year... Macy’s will bring back in-
person spectators and live performers to 
its Thanksgiving Day Parade this year 
after making the event a shorter, made-
for-TV spectacle last year because of 
the pandemic. The retailer will require 
all parade participants and volunteers 

to be vaccinated for COVID-19 and will limit the number of 
participants to 1,600 to allow for social distancing… More 
than 10,000 of Dollar General’s stores operate in areas 
the retailer calls “health deserts,” driving the retailer’s health 
care investment strategy, CEO Todd Vasos said. The com-
pany hired a chief medical officer earlier this summer and 
plans to expand its offerings of health-related products and 
services… Nordstrom will start selling home health tests 
from Viome Life Sciences on its website and will launch 
in-store sales at select locations next year. Modern Retail 
says the move comes as the retailer and others including

(Continued on Page 3)
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AVAILS
  WFAA, TEGNA’s legacy ABC affiliate in Dallas, is hiring 
an Account Executive with an entrepreneurial spirit and 
passion to help businesses grow! This is a 
rare opportunity for an entry- to mid-level 
executive to be part of a team of dynamic 
sellers in a Top 5 market, who are 
energized to win. You will be responsible 
for growing revenue and share by effectively negotiating, 
packaging and recommending solutions that utilize our 
broadcast and digital assets.  CLICK HERE for full details 

and to apply now. EOE.
  Wake up in the most beautiful market 
in the country, where we experience 
an average of 300 days of sunshine, 
Colorado Springs! KKTV, the leading 
CBS broadcast television station in 
Southern Colorado, is searching for 
a Multimedia Marketing Executive.  
Come work for one of the best teams in 
the country in one of the most beautiful 
places. Applicants should enjoy 
working in a fun culture that offers a 

professional environment with excellent opportunities to 
grow their own personal income. Email your resume to 
kblanco@kktv.com. No calls, please.
  KVOA-4, the NBC affiliate in Tucson, Ariz., is searching for 
an experienced Sales Account Executive and Digital Sales 
Coordinator. The AE will work directly with local businesses 
to create compelling and successful marketing campaigns. 
The DSC will be an innovative leader who embraces 
multiplatform sales opportunities with web, mobile, digital 
and other opportunities to new and existing clients of KVOA. 
CLICK HERE and scroll to find AE and DSC openings. EOE.
  WFLX FOX29, West Palm Beach, Fla., has an immediate 
opening for a Sales Account Executive. This position 
includes training in all aspects of TV sales and research. 
Selected candidate will also participate in New Business 
development for WFLX, wflx.com and the Bounce network. 
Your college degree, strong computer skills, math aptitude, 
creativity and understanding of the sales process are the 
keys to a competitive salary + commission/benefit package. 
Apply on our website and attach your resume and cover 
letter. No calls. EOE.

See your ad here Monday! CLICK HERE for details.

THIS AND THAT
  Double-digit growth in imports at the nation’s largest retail 
container ports is slipping to single digits as pandemic-
related supply chain disruptions around the world continue, 
according to the monthly Global Port Tracker report 
released yesterday by the National Retail Federation and 
Hackett Associates. U.S. ports handled 2.19 million Twenty-
Foot Equivalent Units in July, the latest month for which final 
numbers are available. That was up 2% from June and up 
14.2% from a year earlier. A TEU is one 20-foot container or 
its equivalent... For the second consecutive week, the Netflix 
original series Outer Banks was the most watched show on 
the major U.S. subscription streaming services, attracting 
1.16 billion viewing minutes during the week of Aug. 9-15, 
according to Nielsen.

IT’S OFFICIAL: AMAZON TVs COMING IN OCTOBER
  Amazon yesterday announced its first branded TV sets. 
There will be two versions — the high-end Amazon Fire 
TV Omni Series and the more affordable Amazon Fire 
TV 4-Series — each available in different sizes. They 
go on sale in October at prices ranging from $369.99 to 
$1,099.99.
  Until now, Amazon has sold streaming sticks that plug 
into TVs, and has worked with other manufacturers, like 
Toshiba and Insignia in the U.S., to build TV sets with its 
own Amazon Fire interface, which offers voice control and 
easy access to Amazon Prime video 
and other streaming services.
  Competitors like Roku and Google 
have followed a similar path with plug-in 
sticks and third-party manufacturers. But 
Amazon is the first of those to launch its 
own TV.
  The company told CNBC in a briefing 
it wanted to build its own set to better 
integrate its Fire TV software with Alexa 
voice controls. The move also gives 
Amazon the power to set its own prices, 
which means it could undercut competitors the way it does 
with its Fire tablets, which sell for a fraction of the price of 
Apple’s iPads.

KPMG: RETAILERS OPTIMISTIC ABOUT HOLIDAY
  Holiday sales are expected to be 7% higher this season 
compared to last year — the metric is almost double the 
industry’s historical growth, which tends to run 3% to 4%.
  That’s according to a new report from KPMG, which 
surveyed 114 U.S. retail executives across the U.S. The 
surveyed executives anticipate holiday e-commerce sales 
will grow 35% this year compared to last year. KPMG also 
found that omnichannel strategies are continuing to expand, 
with a greater percentage of retail executives citing buy 
online, pick up in store (BOPIS), ship from store and home 
delivery from store as methods of e-commerce fulfillment. 
  Despite retailers’ enthusiasm, several issues have the 
potential to undermine sales expectations. Supply-chain 
disruption is a key factor, continuing to present inventory 
challenges again this year.
  Eighty-two percent of executives said that they’re either 
“somewhat” or “very concerned” about inventory shortages. 
Many retailers plan to alter their sourcing approaches by 
investing more heavily in safety stock (59%) and utilizing 
alternate suppliers (55%).

SAJAK, WHITE TO STAY ON ‘WHEEL’ THROUGH ’24
  Wheel of Fortune has sealed a new deal to keep long-
running hosts Pat Sajak and Vanna White in place. And 
as part of the new deal, Sajak will also serve as consulting 
producer, in addition to his hosting duties.
  As part of their contract renewals, Sajak and White are 
set to continue with the show through at least the 2023-
2024 TV season. Wheel returns for its 39th season in first-
run syndication on Monday; the duo have been with the 
nighttime show since it began in 1983.
  Sajak and White also hosted the daytime network version 
for some of its run, and host ABC’s Celebrity Wheel of 
Fortune.

9/10/2021

FunnyTweeter.com

I ordered our meals entirely 
in French, impressing 

my date but baffling the 
Applebee’s server.
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DONE DEALS
  Hearst Television says Eric Meyrowitz, SVP of sales, 
and Ashley Gold, VP of sales, have been promoted to 
executive vice presidents and group heads 
of the company. In their new roles, Gold and 
Meyrowitz will share oversight of Hearst Tele-
vision’s 33 TV stations and two radio stations 
with Michael J. Hayes, a longtime EVP and 
group head. Meyrowitz was promoted to SVP 
of sales, in 2017. He joined Hearst Television 
as VP of sales in 2014; the move marked a re-

turn to Hearst for Meyrowitz, 
who served as national sales manager 
for WBAL-TV, Baltimore, between 1997 
and 2000. Before returning 
to Hearst, he was VP and 
GM of WPIX-TV, New York. 
Gold joined Hearst Televi-
sion in 2017 as VP of sales 
from KRON-TV, San Fran-
cisco, where she served for 
nearly three years, most re-
cently in the dual role of VP/

GM of both KRON-TV and KOIN-TV, Portland, Ore. She 
previously served for more than a decade with WDCW-TV 
in Washington.

ADVERTISER NEWS
(Continued from Page 1)
Sephora and Anthropologie increase their health and well-
ness offerings… The fashion resale category grew 25% 
last year from 2019, according to a report by GlobalData 
for resale platform ThredUp, which, along with others in-
cluding Depop, Poshmark and The RealReal, saw their 
business expand. While the pandemic-driven shift to online 
shopping likely contributed to the initial growth, the resale 
category is on track to continue growing by double digits an-
nually over the next five years, according to Boston Con-
sulting Group… The Shipt same-day delivery platform is 
adding 1,000 stores and 2 million households to its delivery 
area. The independently operated, wholly-owned subsidiary 
of Target is adding its same-day delivery services across 
nearly 1,000 more store locations from about 40 of its retailer 
partners. It’s the company’s biggest national expansion in the 
past three years.
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TDG study

In August, 85% of broadband 
households used a CTV. That’s 
up roughly 25% from 2015 but 

only 1.2% from 2020.

U.S. CTV HOUSEHOLDS HIT PLATEAU, TDG SAYS
  CTV household growth in the U.S. has plateaued as 
broadband household growth slows significantly, according 
to TDG research. 
  “Roughly 85% of all U.S. households now subscribe to a 
high-speed internet service, which speaks to its value in 
today’s home. However, recent data suggests that the pace 
of new gains is quickly diminishing,” says Michael Greeson, 
president and principal analyst at TDG. “When products and 
services near saturation, growth declines to the low single 
digits and the market becomes a zero-sum game in which 
one operator’s gains are actually the 
losses of another.”
  In Q2 2020, the number of broadband 
households increased by 1.35 million. A 
year later, only 900,000 were added — a 
decline of one-third.
  The impact on CTV growth: In August, 
TDG found that 85% of broadband 
households use a CTV. That’s up roughly 
25% from 2015 but only 1.2% from 2020.
  But while new growth in CTV households 
will come in small increments, there is 
opportunity in growth in the number of units per home.
  Among CTV households, the device’s presence in the home 
living/family room increased from 77% in 2020 to 83% today.
  The most notable increases, however, occurred in the master 
bedroom (up from 41% to 50%) and second bedrooms (up 
from 22% to 28%), with penetration in most other rooms also 
increasing (except for den/game rooms).
  For its 11th annual Benchmarking the Connected 
Consumer study, TDG surveyed 2,000 household decision-
makers who subscribe to a residential broadband service.

AT&T TO PAY FOR NFL SUNDAY TICKET LOSSES
  AT&T no longer owns DirecTV, but it has agreed to pay 
up to $2.1 billion for losses resulting from its NFL Sunday 
Ticket contract, Next TV reports.
  AT&T agreed to spin off its pay-TV businesses to TPG in 
a deal valued at $15 billion in February. The deal closed in 
August.
  In a filing with the SEC, AT&T described how it was 
treating some aspects of the separation from a financial and 
accounting perspective. It said that it was paying the new 
DirecTV up to a cap of $2.1 billion for losses resulting from 
the Sunday Ticket agreement. The rights deal expires at the 
end of the 2022 regular season.

U.S. JOBLESS CLAIMS HIT NEW PANDEMIC LOW
  Filings for jobless benefits last week fell and reached a 
pandemic low, extending a downward trend as demand for 
labor remains high and employers hold onto workers despite 
the delta variant of COVID-19.
  Initial unemployment claims moved lower in the week ended 
Sept. 4 to 310,000 from a slightly upwardly revised 345,000 
the prior week, the Labor Department reported. The four-
week moving average, which smooths out weekly volatility in 
the data, fell to 339,500, also a pandemic low.
  Claims have trended lower since mid-July, a sign employers 
are holding on to workers despite a rise in coronavirus cases 
tied to the spread of the Delta variant in many parts of the 
U.S. and weaker-than-expected job growth in August.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


