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NEW-VEHICLE INVENTORIES LOWEST SINCE 2011
  Relatively strong retail sales and continued production 
hiccups from COVID-19 have pushed new-vehicle 
inventories nationwide down to just 2.3 million vehicles, 
according to figures tabulated by Cox Automotive and 
confirmed by the Automotive News Data Center. It’s the 
lowest nationwide inventory level since November 2011.
  So why are inventories continuing to fall if sales haven’t 
fully returned and factories have reopened? It turns out 
that many of those factories aren’t running 
at a pre-COVID-19 pace all the time.
  Collectively, 2.3 million new vehicles 
represents a 62-day supply based on the 
July selling rate, according to Cox. But as 
dealers across the nation will attest, when it 
comes to the supply of certain popular models, such as the 
Toyota Tacoma, Kia Telluride and Hyundai Palisade, 
the stocks available to sell are depleted and likely costing 
sales as a result.
  According to Cox, Toyota supplanted Subaru this month 
for the tightest inventory levels in the industry among mass-
market brands, at just 34 days’ supply, compared with 
Subaru’s 39 days’ supply. Among luxury brands, Lexus 
was lowest, with just 35 days’ supply.
  The inventory figures cited by Cox are in real time and 
differ from the snapshot that Automotive News publishes 
each month. Most automakers no longer release their 
monthly or quarterly inventory figures.
  Most automakers and suppliers are struggling to keep 
workers healthy and lines running at speed. Executives 
from Ford Motor Co. and General Motors warned this 
month that absenteeism was an issue in their plants and 
that production had not yet returned to pre-COVID-19 
levels. BMW and Honda have both retrained some staff to 
fill in for absent workers and keep assembly lines running, 
while Kia said supplier constraints were holding up output 
of the popular Telluride crossover, according to a report 
last week by Bloomberg.
  Nissan said it also had shortages in some models and 
trims, including the Rogue crossover and Frontier pickup. 
Mercedes-Benz told Automotive News it was “currently 
facing some limitations regarding new-car inventory, 
particularly on certain models such as the GLE.” The 
German luxury maker said it was working to minimize the 
impact on customers and dealers.
  At the same point in 2019, Toyota and its distributors 
and dealers had 458,123 vehicles in inventory, which at 
the time was a still-tight 55-day supply of Toyota and Lexus 
vehicles. At the beginning of this month, it had just 266,131 
unsold vehicles available, a 42% drop.
  While inventory levels in August are usually tighter 
because of model-year changeovers, the COVID-19- 
related production shutdowns have delayed the rollout of 
new model-year vehicles.

RESTOCKING DEALER LOTS A TALL ORDER FOR INDUSTRY
ADVERTISER NEWS
  Ford Motor is slashing prices on the 2021 Explorer crossover 
by more than $3,000 on certain trims and repackaging some 
content in a bid to bolster its frontrunner status in the large 
crossover segment. The base Explorer will cost $33,470 for 
the 2021 model year, including shipping, a $540 decrease 
from the 2020 model. The XLT will start at $35,245, a nearly 
$3,000 price cut. The Limited will start at $45,955, down 
more than $3,500 than the outgoing model. The Limited 

hybrid variant is more than $2,600 cheaper, 
starting at $51,100. ST and Platinum models 
will also be considerably less expensive. 
Ford said the pricing changes reflect a 
reshuffling of content… Tapestry, the parent 
of brands including Coach and Kate Spade, 

added 600,000 new online customers during the most recent 
quarter, more than 50% of them members of Gen Z. The 
pandemic gave a boost to the brands’ already growing 
online sales. Tapestry expects to focus on e-commerce 
and cut costs by closing some stores permanently…Ahold 
Delhaize, the Netherlands-based owner of supermarket 
banners including Stop & Shop, Giant Food and Food 
Lion in the U.S., will increase its investments into its fast-
growing e-commerce businesses. The company owns 
e-commerce platforms Peapod in the U.S. and bol.com 
in Belgium and the Netherlands… Tops Friendly Markets 
and delivery partner Instacart will now give e-commerce 
shoppers the option to add alcohol products to online orders 
placed for home delivery or curbside pickup. The service, 
which the grocer says will add 1,800 items to available 
products, requires shoppers to show a driver’s license to 
complete an order…Walmart has moved back its closing 
time from 8:30 PM to 10 PM at more than 4,000 of its 4,700 
stores across the U.S. The retailer has said that the extra 
time will allow customers to spread out their shopping trips 
and help aid social distancing at a time when many states 
are seeing spikes in the number of COVID-19 cases. The 
retailer has said it will continue to maintain the same cleaning 
routine it has employed in response to the coronavirus 
pandemic... L.L. Bean, in partnership with Mastercard, is 
offering free Outdoor Discovery Program courses at select 
locations in Connecticut, Illinois, Maine, Massachusetts, 
New York and Pennsylvania. The goal of the program is to 
offer students the ability to learn skills such as kayaking and 
paddle boarding from skilled instructors in a safe setting… 
It currently costs up to $2 more a pound for pizzerias to put 
pepperoni on pies than it did last year as the pandemic has hit 
meatpacking plants, Bloomberg reports. Fifty-three percent 
of Americans name pepperoni as one of their three favorite 
toppings, according to a YouGov study... Domino’s Pizza is 
embarking on a worldwide hiring initiative. The largest pizza 
company in the world based on global retail sales said its 
corporate and franchise stores are looking to fill more than 
20,000 positions, including delivery, pizza makers, customer 
service representatives, managers, and assistant managers.
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AVAILS
  KLAS-TV, the CBS network affiliate in Las Vegas, is 
seeking an Account Executive with the ability to grow 
market share and provide unprecedented client service. 
Candidate should be a strong and accomplished seller, 
comfortable managing multiple tasks. To support these 
efforts, you will have “best in class” programming to sell 
such as Las Vegas Raiders football, the AFC Playoffs, 
the Super Bowl, March Madness and more. The ability to 
prospect and develop new business is a must. Apply at 
www.nexstar.tv . EOE/M/F/D/V.

  AdOps Coordinator – WRAL-TV, 
Raleigh N.C.: This person will assist 
the AdOps Managers with all aspects 
of campaign delivery. We’re 
looking for someone who has 
a passion and desire to be 
an integral part of workflow 
processes and systems; 
someone who is comfortable 
with making decisions that benefit 
our clients and the station. Applicants 
must be technically capable and 

process-driven with the ability to multitask and have strong 
interpersonal skills. A pre-employment drug screening is 
required. EOE. M/F. All Capitol Broadcasting Company 
properties are tobacco free. CBC participates in E-Verify. 
CLICK HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

STUDY: RESTAURANTS SEE IMPROVING PICTURE
  As the restaurant industry attempts to slowly recover 
from the wide-ranging effects of the ongoing coronavirus 
pandemic, according to S&P Global Market Intelligence, 
the odds that a restaurant will default on its debt fell to 10% 
in July from 35% in April.
  For larger chains, performance and financial stability is 
almost where it was a year ago, with the odds of a publicly 
traded restaurant defaulting on its loans at 12% in August, 
compared with 8% a year prior.
  But the good news of long-term industry recovery 
highlights the comparatively challenging times and 
precarious performances for smaller chains and 
independent restaurants, along with struggling categories 
like eatertainment and casual-dining chains.
  According to S&P data, the largest publicly traded 
restaurant companies most likely to default on their loans 
are Dave & Buster’s Entertainment Inc. (16.1% probability 
of default), Bloomin’ Brands Inc. (13.2%), Denny’s Corp. 
(11.9%), The Cheesecake Factory (11.7%) and Dine 
Brands Global, Inc. (11.3%). But even though the casual-
dining industry has struggled to recover, according to S&P, 
every single one of these brands has improved since the 
beginning of the pandemic.
  For example, in April Dave & Buster’s was 56% likely to 
default on its loans within a year.
  “Nearly every big chain has done something to support its 
balance sheet,” James Rutherford, a vice president and 
research analyst at Stephens Inc., told S&P Global Market 
Intelligence. “The place I do see risk for default is going to 
be with franchisees.”

HOMEBUILDER SENTIMENT HITS RECORD HIGH
  Potential buyers have flooded into model homes across 
the U.S., and that has builders feeling better about their 
business than at any time over the past 20 years. But rising 
lumber prices could sap the market’s momentum this fall.
  Builder confidence in the newly built, single-family home 
market jumped 6 points to 78 in August on the National 
Association of Home Builders/Wells Fargo Housing 
Market Index. Anything above 50 is considered positive 
sentiment.
  The index is now at the highest level in the 35-year history 
of the monthly series and matches the 
record set in December 1998. Builder 
sentiment plunged to 30 in April, when 
the coronavirus pandemic shut down the 
U.S. economy, but it recovered quickly 
as consumers suddenly sought more 
space in less urban areas.
  “The demand for new single-family 
homes continues to be strong, as 
low interest rates and a focus on the 
importance of housing has stoked buyer 
traffic to all-time highs as measured on 
the HMI,” said NAHB Chairman Chuck Fowke. “However, 
the V-shaped recovery for housing has produced a 
staggering increase for lumber prices, which have more 
than doubled since mid-April. Such cost increases could 
dampen momentum in the housing market this fall, despite 
historically low interest rates.”

ANALYST: SVOD MARKET HAS ROOM TO GROW
  Despite the global subscription streaming video-on-
demand market reaching service saturation in some parts 
of the world, new data from Ampere Analysis contends the 
SVOD ecosystem has room for 3 billion new subscribers. 
The streaming video market reportedly ended 2019 with 
642 million subscribers worldwide.
  The London-based research firm says the U.S. will lead 
with a maximum of eight SVOD services per household, with 
Europe averaging from two to five services per household, 
followed by 1.5 services in developing countries.
  Despite cord-cutting, the average U.S. household has 
continued to spend an almost identical amount on TV 
services every year — $900 — as they switch from cable 
and satellite pay-TV services to lower-price SVOD services. 
This stability in expenditure, mirrored in many other markets 
worldwide, has Ampere suggesting the fundamental 
determinant of the number of SVOD services in a home will 
be household entertainment budgets.

WALMART PASSES AMAZON IN ONLINE GROCERY
  Walmart has overtaken Amazon in share of online grocery 
transactions, according to TABS Analytics’ 8th Annual 
Food and Beverage Consumables Study.
  TABS says Walmart garnered a 30% share of online food 
and beverage retail transactions, down slightly from 30.4% 
in 2019 but pushing the retail giant ahead of Amazon for 
the first time in the study. Amazon saw its online grocery 
transactions drop more than five points to 27.1% from 
32.6%.
  Also seeing declines were traditional grocery stores, to 
15.3% from 15.7%, and Target, to 11.2% from 13.4%.
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Larry The Cable Guy

Would falling asleep in 
your car at the Waffle 
House parking lot be 

considered staying at a 
bed and breakfast?
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SURVEY: SOME AMERICANS SAVE AMID PANDEMIC
  The coronavirus pandemic, which has upended millions 
of Americans’ jobs and put the economy in a standstill, has 
also impacted some people’s finances for the better.
  According to a new survey from MassMutual, more than 1 
in 5 Americans (22%) say they have saved at least $1,000 
during the pandemic this summer. The online survey taken 
in July polled 1,500 Americans of all age groups, including 
Gen Z (18 to 22 years old), Millennials (23-38), Gen X (39-
53) and Boomers (54+).
  The findings tell a bigger story about how consumers’ 

spending, budgeting and financial 
behaviors have changed since the 
onset of the pandemic — especially as 
consumers nationwide stay quarantined 
in their homes.
  “This [22% figure] correlates with 
the finding that nearly half (47%) are 
spending less than they did during the 
same time last year,” Adam Goetz, 
president of MassMutual’s Advisors 
Association, tells CNBC Select.

THIS AND THAT
  Some 40% of “persuadable” voters — meaning the 
30% who identify as independent or undecided — do not 
subscribe to cable or satellite TV. But 70% of persuadable 
voters have an ad-supported streaming service, including 
81% of Hispanic and Latino voters. That’s according to a 
new survey from Magnite, the ad platform formed by the 
merger of Rubicon Project and Telaria... A global survey 
by Momentum Worldwide finds just 16% of shoppers will 
go back to pre-pandemic habits and the top categories for 
continued online buying are groceries, home goods and 
clothes. Additionally, 87% say their perception of a brand 
was improved by seeing it providing pandemic support, but 
64% feel overwhelmed by empty brand promises.
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FunnyTweeter.com

My husband and I don’t 
keep score. Mostly 
because neither of 
us have that kind of 
memory capacity.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

SUMMER TV PROMO AIRINGS SEE MAJOR GROWTH
  Summer TV program promotion — the typical period for 
big TV networks’ fall and summer marketing efforts — have 
seen big spikes in program promotional airings over the last 
two months, especially from cable channels, MediaPost 
reports.
  National TV networks’ promo airings have climbed 32% to 
a total 1.13 million airings from 855,436 a year ago for the 
period from June 16 though Sunday (Aug. 16), according to 
iSpot.tv. This comes amid TV networks’ uncertainties around 
production delays and schedules as a result of disruption 
caused by the COVID-19 pandemic.
  The number of promo impressions has 
climbed to 186.1 billion from 149.8 billion, 
largely due to sharply higher promotional 
activity from cable TV networks.
  Overall advertising value for all national 
TV network program promos is estimated 
to have dropped by half to $78 million 
from $162 million.
  Q2 paid TV advertising revenues have 
witnessed a decline of 28% to 32%. Since 
the pandemic began in early March, many 
paid advertisers dropped or shifted media buys to different 
periods putting pricing pressure on commercial time.
  Broadcast networks have been airing promos at levels 
roughly similar to 2019. This year NBC aired 17,126 promo 
airings, with Fox at 15,984; ABC, 6,769; and CBS, 6,221 — 
for a total of 46,100 airings. In 2019, over the same period, 
Fox came in at 16,090, followed by NBC at 11,862, ABC 
with 8,781, and CBS at 6,899 — for a total of 43,632.

SMART TVS HEADED FOR PLATFORM SUPREMACY
  Smart TVs are becoming more popular than streaming 
boxes, sticks and dongles as the primary means for enjoying 
connected TV in U.S. homes, Multichannel News reports.
  Smart TV adoption is up to 54% in the U.S., according to 
Parks Associates, vs. 47% a year ago. Meanwhile, U.S. 
adoption of HDMI-connected streaming devices from brands 
like Roku, Amazon and Apple has reached around 42%.
  According to Consumer Technology Association 
predictive data, the gap will get wider: Consumers are 
forecast to buy 35 million smart TVs this year, compared to 
22 million streaming devices.
  The emergence of Asian smart TV manufacturers as 
drivers of the global connected TV market comes as the 
biggest streaming platform operators, Roku and Amazon, 
have evolved to no longer be neutral platforms. They now 
compete against third-party streaming services that have 
traditionally programmed their platforms.
  Within the last 90 days, two new, big media-backed 
streaming services, HBO Max and Peacock, have launched 
without support on Roku or Amazon Fire TV largely due 
to this negotiating tension. Together, Roku and Amazon 
control two-thirds of the U.S. connected TV market, but the 
quickening emergence of smart TV manufacturers threatens 
that dominance.
  Korea’s Samsung, which integrates its own streaming 
OS into its smart TVs, was the U.S. market-share leader. 
But China’s TCL usurped Samsung in 2019 as the leading 
shipper of smart TVs to the U.S. market, according to IHS 
Markit.


