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JOMINY: NOVEMBER WAS BETTER THAN IT LOOKS
  Ford Motor Co. and Asian automakers recorded November 
U.S. sales declines in a month that was expected to see 
significant industry drops because of a fluke in the calendar, 
Automotive News reports.
  American Honda and Ford dropped more then 20%. 
Mazda, Subaru and Hyundai Motor America all fell 
more than 10%. Kia was down 5%. Toyota Motor North 
America, meanwhile, dipped just 1%. That performance 
could be considered a win given there were three fewer 
selling days last month than in November 2019. Despite that 
quirk, Sweden’s Volvo managed a 20% increase.
  Overall light-vehicle sales in November were projected to 
fall 12%, according to TrueCar and ALG. Ford Motor, Fiat 
Chrysler, American Honda, Nissan 
Motor, BMW Group, Mercedes-Benz 
and Volkswagen Group were expected 
to all record sales declines of 15% or 
more. 
  “It’s going to look awful — like things 
have gone backwards pretty terribly — 
and that’s not the case,” said Tyson 
Jominy, vice president of data and 
analytics at J.D. Power.
  Based on the first 17 days of the month, J.D. Power and 
LMC Automotive projected a 15% plunge in total light-
vehicle sales. Adjusted for the number of selling days (three 
fewer than in November 2019) the drop is more like 3.5%, 
with the more lucrative retail sales slipping only 0.7%.
  With supply limited, pricing is up. The average new-vehicle 
retail transaction price last month was expected to reach a 
record $37,099, J.D. Power and LMC projected. That’s 0.9% 
higher than the previous record, set in October.
  November had just 23 selling days this year — the lowest 
number possible in a month, and a quirk that only occurs on 
the calendar every five years or so — compared with 26 a 
year ago. When adjusted for selling days, the market was 
expected to be down 3.5% to 7%.
  The seasonally adjusted, annualized rate of sales 
for November was 15.88 million, according to Motor 
Intelligence. The SAAR fell under 16 million for the first 
time since August, when it was 15.22 
million. In September, it was 16.51 
million, and in October, it was 16.38 
million.
  The SAAR had been forecast to 
come in at 15.8 million to 16.4 million, 
according to estimates from Cox 
Automotive, J.D. Power/LMC and 
TrueCar/ALG down from 17 million in 
November 2019 and 16.38 million in 
October.
  The Toyota division was flat at 

(Continued on Page 3)

AUTOMAKERS SEE LOWER SALES IN A SKEWED MONTH
ADVERTISER NEWS
  Walmart is waiving its $35 minimum order requirement for 
Walmart+ program members to get free shipping, though the 
new feature will not apply to grocery orders delivered from 
brick-and-mortar stores. Walmart rolled out the $98-per-year 
membership program in September, offering discounts and 
other perks that include using an app to scan and pay, and 
the new free shipping benefit will apply to clothing, electronics 
and other non-perishable items shipped through Walmart’s 
fulfillment centers... Volvo CEO Hakan Samuelsson en-
visions the Swedish automaker becoming an electric-only 
brand within the next 10 years. “I would be surprised if we 
wouldn’t deliver only electric cars from 2030,” Samuelsson 
told the Financial Times Future of the Car Summit yes-

terday. Volvo has previously stated that 
it wants half of its global sales to be full-
electric models by 2025, but it had not set 
a deadline for when it would stop making 
vehicles with combustion engines…Wal-
greens says it plans to open 40 doctor-
staffed clinics operated by VillageMD in 
40 additional locations by next summer. 
The drugstore chain said in July that it 
would invest up to $1 billion within five 

years to open up to 700 of the clinics 30 markets around 
the United States... J.C. Penney is developing a beauty con-
cept, the company says. The announcement follows news 
earlier this week that its current beauty partner, Sephora, is 
launching a collaboration with Kohl’s. The J.C. Penney tie-
up with Sephora ends in 2023. The retailer stressed that the 
partnership with Sephora “remains strong” in the meantime. 
The J.C. Penney effort, described as a “new, inclusive beau-
ty concept that offers our customers a wide array of product,” 
is part of the department store’s Plan for Renewal, which 
hinges on improving merchandise offerings, driving traffic 
and providing an engaging experience... Tailored Brands 
yesterday announced that it has emerged from bankruptcy 
having wiped $686 million of debt from its books. Tailored 
Brands, which filed for Chapter 11 in August, runs Men’s
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NEXSTAR STATIONS EXIT DISH IN 115 MARKETS
  Nexstar Media Group said its stations are no longer 
available to Dish Network subscribers because the two 
companies were unable to come to a new retransmission 
consent fee agreement.
  The blackout affects Nexstar TV stations in 115 markets. It 
also affects Nexstar’s cable network, WGN America.
  “Millions of Americans across the country have lost local 
news, traffic, weather, sports, and entertainment programming 
as well as critical, up-to-date news regarding the COVID-19 
pandemic,” Nexstar said. 

  “Viewers across the United States have 
expressed their outrage at Dish Network 
for its documented long-term practice 
of putting its paying subscribers in the 
middle, rather than reaching agreements 
with broadcasters and content providers 
at fair market rates,” Nexstar said, noting 
that in 2020 alone, Dish has dropped 
network or local community programming 
offered by The E.W. Scripps Company, 
Apollo, Mission Broadcasting, the 
NFL Network and 21 regional sports 

networks.
  “We made a fair offer to keep Nexstar stations available to 
our customers, but Nexstar rejected it,” said Brian Neylon, 
group president, Dish TV. “Earlier [yesterday], we offered to 
extend the current contract and hold subscribers harmless 
while negotiations continue — once at 11:53 AM MST and 
again at 3:11 PM MST — but Nexstar never responded.
  “We don’t understand why Nexstar insists on prioritizing 
greed above American viewers, many of whom rely on local 
programming for their news and entertainment, especially 
during this global pandemic.”

MORE ROAD TRIPS COULD GROW TIRE SALES
  With airline travel down as much as 70% this season, 
Americans looking to get out of town are choosing the road 
over the skies. According to the Hankook Tire Gauge Index, 
76% of people who plan to travel this holiday season will 
drive. And safe driving requires proper tires.
  The National Highway Traffic Safety Administration 
reported 738 deaths and 11,000 crashes linked to unsafe 
tires in 2017. Almost half of the vehicles on the road have at 
least one tire worn to 50% capacity or less, and 10% have at 
least one bald tire.
  This represents an opportunity for dealers to not only sell 
tires but also make the roads a safer place. While margins 
are typically thin on tire sales, they are an excellent driver for 
customer retention.
  Consider creating a tire safety video to include in an e-blast 
or social media post, and make sure your technicians are 
looking out for tire wear in the service lane, advises Strong 
Automotive.

THIS AND THAT
  President Trump’s nomination of Nathan Simington to fill 
a slot on the FCC cleared the Senate Commerce Commit-
tee yesterday. If Simington is approved by the full Senate, 
Republicans and Democrats each would have two seats on 
the FCC, setting up a deadlock in the early days of Presi-
dent-elect Joe Biden’s administration.

NETWORK NEWS
  Expect more crazy costumes after Fox renewed its 
flagship reality competition The Masked Singer for a fifth 
season. The broadcaster is bringing back the Nick Cannon-
hosted show in 2021. The Masked Singer went back in 
production for Season 4 in August, navigating COVID-19 
to get the season up and running. This season featured 16 
contestants... Former Community co-stars Ken Jeong and 
Joel McHale will reteam to ring in the new year as hosts of 
Fox’s New Year’s Eve Toast & Roast 2021 (w/t), a live, 
three-and-a-half-hour year-end special. Jeong, from Fox’s 
The Masked Singer, and Card Sharks 
host McHale will commemorate the past 
year, for better or worse, by toasting the 
better and roasting the worst. The first 
part of the special kicks off Thursday, 
Dec. 31 from 8-10 PM (ET/CT) live 
(MT/PT tape-delayed), with the second 
half picking up at 11 PM and running 
till 12:30 AM (ET) live (CT/MT/PT tape-
delayed)... NBC is developing Vantage 
Point, a character-driven thriller drama 
series based on the 2008 movie. The TV 
adaptation comes from the film’s writer, Barry Levy. The 
film, which starred Dennis Quaid, Matthew Fox, Forest 
Whitaker, William Hurt and Sigourney Weaver, told 
the story of an assassination attempt on the President of 
the United States through the vantage points of different 
characters... Law & Order: Special Victims Unit will 
return to broadcast syndication in fall 2021, airing on local 
TV stations five days a week. Along with announcing that 
news, NBCUniversal also said it has sold Dateline in more 
than 75% of the U.S. in its fifth syndicated season. For 
2021, SVU has already been sold in 60% of the country 
to a range of station groups... Piper Perabo and Kevin 
Daniels have joined The Big Leap, Fox’s ballet-themed 
hourlong comedy-drama pilot, in recastings, and Mallory 
Jansen also is set as a lead in the project inspired by 
the UK reality series Big Ballet. Written by The Passage 
writer Liz Heldens, The Big Leap is described as a funny 
and contemporary tale about second chances, chasing 
your dreams and taking back what’s yours... The two-hour 
special Gordon Ramsay’s American Road Trip, which 
follows Ramsay, chef Gino D’Acampo and hotel maitre d 
Fred Sirieix as they travel across the Western U.S. by RV, 
will air Tuesday, Jan. 5 from 8-10 PM (ET). Enjoying the 
hidden culinary gems of Arizona, California, Nevada and 
more, they compete in exciting challenges such as dune 
buggy racing, spear fishing and a cattle roundup... CBS has 
put in development a medical drama from writers Brittany 
Northcross and Sallie Patrick. In the Untitled Texas 
Medical Project, on the heels of a family rift, a renowned 
San Francisco pathologist more invested in research 
than patient interaction relocates to a rural Texas town in 
the middle of a vast medical desert to become the area’s 
only doctor... Former political journalist Tim O’Brien died 
Monday after he was struck by a vehicle while stopped at 
a traffic light on his bicycle. O’Brien began his career at 
WTOP-TV in Washington, D.C., provided ABC’s Supreme 
Court coverage for more than two decades and helped 
report on the 9/11 attacks as a journalist at CNN. He was 
77 years old.
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Larry The Cable Guy

Last night I put my daughter 
to bed, kissed her on the 

forehead, and told her she 
can always tell me anything 
that’s in her heart. She said, 

“Perfect. Your breath stinks.”
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LOWER AUTO SALES IN A SKEWED NOVEMBER
(Continued from Page 1)
177,725, while Lexus deliveries dropped 6.8% to 28,040. 
The Toyota brand was buoyed by a 48% gain in hybrid 
sales, especially Highlander and Camry hybrids, as well 
as an 11% year-over-year increase in its pickup sales. The 
company’s sedan- and coupe-laden lineup across its two 
brands continued to drag down sales comparisons, however.
  The Honda brand’s sales declined 24% as each of its 
car and light-truck models fell by double digits, except the 
Passport (down 5%). The Acura luxury brand fell 18%.

  The Ford brand’s deliveries in the U.S. 
declined 21% to 140,429, excluding 
heavy trucks. Bright spots were the 
Explorer, which rose 22% to 18,848 
and the Transit, up 14% to 9,917. The 
F-Series pickup fell 27% to 52,698.
  The Lincoln luxury brand fell 23% to 
8,387. Combined Ford Motor sales were 
down 21%.
  The Hyundai brand’s U.S. sales were 
down 9%, while retail volume fell 11%. 
However, deliveries rose 4% on a daily 

selling-rate basis, while retail was up 1%.
  At Kia Motors America, losses by a number of nameplates 
were partially offset by incremental volume from the Seltos 
crossover (5,122 deliveries). Suburu of America delivered 
50,413 vehicles in November. Its top seller, the Outback, 
rose 3.5% to 12,921.
  Mazda North American Operations reported an 11% 
decline to 21,752 vehicles. Volvo Car USA recorded its sixth 
straight year-over-year gain.

ADVERTISER NEWS
(Continued from Page 1)
Wearhouse, Jos. A. Bank, Moores Clothing for Men 
and K&G. It plays in a particularly downtrodden area of 
apparel retail: menswear… A regional Midwestern grocer 
is introducing a paid membership offering with exclusive 
omnichannel benefits. At a cost of $99 per year, Hy-Vee 
Plus premium membership includes perks such as select 
monthly offers and coupons, free Hy-Vee Aisles Online 
grocery delivery (a $9.95 per order savings), free Hy-Vee 
Aisles Online two-hour express pick-up (a $9.95 per order 
savings), and a personal concierge service.
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FunnyTweeter.com

This Christmas when 
Grandma asks when I’m 

having kids, I’m gonna say, 
“I have decided to end our 
bloodline once and for all,” 
and just see what happens.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

BIA SEES LOCAL ADVERTISING GROWTH IN 2021
  In its newly released U.S. Local Advertising Forecast 
2021, BIA Advisory Services estimates total local ad 
revenue across all media in the U.S. will reach $137.5 billion 
in 2021. That includes $15.7 billion for local television.
  The overall estimate represents a 2.5% year-over-year 
growth from the firm’s final post-COVID estimate for 2020 of 
$134.1 billion.
  In 2021, traditional media revenue will account for 55.3% 
of total local advertising at $76.1 billion, a slight decline from 
2020. Digital media revenue will grow to $61.5 billion in 
2021 to obtain 44.7% of total local media 
revenue, a share increase of 3.7% from 
2020.
  “Although we are estimating an overall 
increase in total local advertising next 
year, we do not expect spending to 
recover to pre-COVID (2019) levels until 
2022,” said Mark Fratrik, chief economist, 
and SVP at BIA Advisory Services. “The 
availability of a vaccine early in the new 
year will be a key factor to a much stronger 
year for almost all vertical advertising as 
the economy rebounds and consumers start moving around 
more freely and even going back into the office.”
  BIA’s forecast provides total nationwide spending estimates 
for five years, along with 13 individual media forecasts. The 
top five media by dollar spend and percentage share for 
2021 include: direct mail, $31.2 billion (22.7%); mobile, $23.4 
billion (17%); online, $23.3 billion (17%); local TV, $15.7 
billion (11.4%); and local radio, $12.6 billion (9.2%).
  “This year saw a very strong shift into digital media for 
its lower costs, accountability, and flexibility,” Fratrik said. 
“However, it also included substantially improved targeting, 
attribution, and ROI tools from broadcast TV, broadcast radio 
and MVPDs that cannot be ignored.”
  Fratrik says local TV and radio will remain key players in the 
ad mix. “Even with the onslaught of new digital competitors, 
these traditional media still retain sizable audiences that 
many national and local advertisers want to reach.”

CBS’ SUPER BOWL AD INVENTORY DWINDLES
  Despite COVID-19 ravaging the National Football League 
this week, CBS has still been able to offload a large part of its 
Super Bowl ad inventory. 
  The eye network is about 75% to 80% sold out of commercial 
time in Super Bowl LV, with about eight to 10 spots left, 
media buyers and people familiar with negotiations tell Ad 
Age. Historically, those last handful of spots are typically the 
hardest to offload.
  Multiple NFL teams’ rosters this week were upended thanks 
to an uptick in COVID cases. As the NFL grapples with the 
problem, buyers say there is a contingency plan in place to 
play the Super Bowl later in February if necessary. While 
Super Bowl LV is slated to air from Tampa on Feb. 7, there is 
a makeup date of Feb. 28, according to media buyers.
  A potential shift in timing could make it difficult for Super 
Bowl advertisers to plan creative, but for the most part it isn’t 
deterring brands from making commitments.
  While CBS is lagging behind Fox’s sellout levels of the 
2020 game, the eye network is said to currently be ahead of 
where it was when it last aired the game in 2019.


