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HYUNDAI SETS RECORD FOR CROSSOVER SALES
  It looks like January may have been a decent month for 
U.S. auto sales, Automotive News reports.
  With the help of crossovers and other light trucks, gains 
were posted nearly across the board for the companies that 
have decided not to abandon the industry’s long tradition of 
monthly sales reports.
  They ranged from a 22 percent surge at 
Mitsubishi to a 0.5 percent advance at 
Subaru, sandwiched around a 6.3 percent 
advance from Toyota. The only company to 
record a decline: American Honda, with a 
4.3 percent dip.
  The way things are going, there may be 
more sales day no-shows. Jaguar Land 
Rover waited until yesterday to disclose 
that it, too, would be joining a movement that was led 
by General Motors in 2018 and had snowballed its way 
through most of its rivals by last month. And Mercedes-
Benz said it would not release January figures but fell short 
of saying it was all-in on quarterly reporting.
  So the industry must wait until April Fool’s Day to get its 
first official read on how 2020 is progressing. This after an 
unprecedented five-year run of annual sales above the 17 
million mark.
  In the meantime, strong demand for crossovers and other 
light trucks also helped January U.S. sales rise 4.8 percent 
at Hyundai, 5.2 percent at Volvo, 8 percent at Kia and 18 
percent at Mazda.
  Toyota said volume rose 5.5 percent at the Toyota division 
and 13 percent at Lexus, with overall light-truck sales rising 
11 percent and car deliveries slipping 1.1 percent. 
  The company said four core nameplates — the Toyota 
Prius Prime, RAV4 and Highlander, and the Lexus RX 
crossover — set January sales records. 
  Hyundai said retail demand for crossovers rose 54 percent 
to 25,110 last month, offsetting lower car sales and a 68 
percent drop in fleet deliveries. Overall, crossover sales 
totaled 25,861, up 23 percent and a January record, the 
company said.
  Hyundai’s crossover lineup has been expanded to 
six models with the addition of the large Palisade and 
subcompact Venue in the last year.
  Retail demand for the Tucson, Hyundai’s top-selling 
crossover in 2019, rose 61 percent, with overall volume for 
the model rising 8 percent in January.
  At American Honda, car sales dropped 11 percent while 
the company’s light-truck deliveries rose 0.9 percent to a 
January record of 59,254. Volume fell 4.2 percent at the 
Honda brand, behind weaker Accord and Civic demand, 
and 5.5 percent at Acura.
  Subaru, one of the hottest brands over the last decade, 
said it set a January sales record with 46,285 car and light-
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ADVERTISER NEWS
  Efforts by Target, Walmart and others to counterbalance 
Amazon.com’s online edge have failed to mute its 
progress, Fortune reports. Sixty-seven percent of 
Americans purchased gifts through Amazon this past 
holiday season and 56 percent spent more with the site in 

2019 than they did the year before. Amazon 
says it now has more than 150 million Prime 
members worldwide, up 50 percent from the 
last time it disclosed its subscription base in 
2018... Forever 21 has reached a deal to 
sell off its assets for $81 million, four months 
after filing for Chapter 11 bankruptcy, CNN 
Business reports. As part of the transaction, 
the struggling fast-fashion retailer would 
be sold to a consortium made up of mall 

operators Simon Property Group, Brookfield Properties 
and brand management firm Authentic Brands Group, 
according to a court filing. The sale would include all of 
Forever 21’s assets, including its remaining stores and its 
beauty line RileyRose. The group has been designated as 
the “stalking horse bidder” for Forever 21 — meaning the 
deal remains subject to approval by a judge. Other potential 
buyers have until Friday to place bids for the company... 
Macy’s is getting ready for a big reveal. The department 
store giant is planning to open a new freestanding store 
format that will include a strong beauty element, reported 
WWD. The store, which will include a café, will debut in 
Southlake, Texas. The concept will take an apothecary-
based approach to beauty, and feature both established 
and new, emerging brands, according to the report... Dick’s 
Sporting Goods will be busy in February. Chain Store 
Age reports the nation’s largest full-line sporting goods 
retailer will open a namesake store in Tyler Texas and one 
in Birmingham, Ala., on Feb. 28. The Alabama location will 
also include a Golf Galaxy. Following the openings, Dick’s 
will have 727 namesake stores and 95 Golf Galaxy stores 
in 47 states... Moody’s has downgraded GameStop’s 
corporate rating due to “weaker than anticipated sales and 
operating performance, driven largely by declines in new 
hardware and software sales,” weeks after the gaming 
retailer reported crushing sales declines during the holiday 
period. Retail Dive reports analysts with Moody’s expect 
sales to drag through 2020 as customers hold off on new 
game purchases until the next generation of consoles are 
released... Stein Mart has reached a deal to be acquired 
and taken private by Kingswood Capital Management 
for 90 cents per share, according to a news release. The 
bid represents a 38 percent premium on the company’s 
stock price. The deal would be financed with debt provided 
by Wells Fargo, National Association and Pathlight 
Capital, as well as equity from Kingswood. An entity run 
by Jay Stein, the retailer’s chairman and grandson of the 
founder, will contribute equity and indirectly own one-third 
of Stein Mart after the deal closes.
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AVAILS
  KIMT-TV, the CBS affiliate in Rochester, Minn., has an 
immediate opening for a Chief Engineer. This person 
is responsible for all studio and 
transmission technical operations, 
maintenance and information 
systems. As part of the station’s senior 
management team, this position plays a vital role in station 
strategic planning, budgeting and day-to-day operations. 
Rochester is a growing family-friendly community, rated as 
one of the best cities to live in the Midwest and the home of 

the world renowned Mayo Clinic. Apply 
at www.kimt.com or send cover letter/
resume to: hr@kimt.com. EOE.
  Live and work in Paradise! WTSP, 
TEGNA’s CBS affiliate in Tampa 
Bay, Fla., is looking for an innovative 
and experienced Regional Account 
Executive to maximize revenue and 
share of local and regional accounts and 
ad agencies. This position will super-
serve major accounts and agencies to 
position WTSP for broadcast revenue 

and share growth, as well as drive revenue opportunities 
for the OTT (Premion) platform. We’re looking for ELITE 
individuals who hold themselves to high standards, care 
about client results and relentlessly hit budgets. If that’s you, 
APPLY HERE.

See your ad here tomorrow! CLICK HERE for details.

DONE DEAL
  Nexstar Media Group has promoted Andrew Wyatt 
to manage all of the company’s broadcast and digital 
operations in the Washington, D.C. (DMA #7) area. In his 
new role, Wyatt will have oversight responsibility for WDCW-
TV and DCW50.com, in addition to his current duties as 
Vice President and General Manager of WDVM-TV and 
LocalDVM.com, in Hagerstown, Md., which serve Central 
and Western Maryland, the Eastern panhandle of West 
Virginia and Northern Virginia.

POST-BANKRUPTCY, LBI ADOPTS A NEW NAME
  LBI Media, which emerged from Chapter 11 bankruptcy 
protection last October, has renamed itself Estrella Media, 
Broadcasting & Cable reports.
  Estrella Media is owned by HPS Investment Partners. 
Lenard Liberman, who founded LBI, gave up his equity in 
the company as part of the reorganization plan.
  The Spanish-language media company owns the Estrella 
TV Network and produces more than 2,500 hours annually 
of original programming at its Burbank studios.

RUSH LIMBAUGH HAS ‘ADVANCED LUNG CANCER’
  Talk radio king Rush Limbaugh stunned his 20-million 
member audience yesterday with the announcement he’s 
been diagnosed with “advanced lung cancer,” Fox News 
reports.
  The 69-year-old conservative talk pioneer closed his 
broadcast with the grim news, saying he will be leaving his 
golden EIB microphone for treatment, but hopes to return 
later this week.

REPORT: 2020 POLITICAL AD SPEND TO HIT $6B
  There will be a total of $6 billion spent on political advertising 
in the 2019-2020 election cycle, and $4.4 billion of it will go to 
traditional media like broadcast television and cable.
  That’s according to the 2020 Political Spending 
Projections report from Advertising Analytics and Cross 
Screen Media, which says the $6 billion spending projection 
represents 57 percent growth in political spending from 2018 
to 2020.
  Broadcast spending ($3.26 billion) has climbed steadily in 
recent years, according to the report. It was at $1.3 billion 
in 2014, $1.73 billion in 2016 and $2.52 
billion in 2018.
  The most costly segment of the campaign 
will be the race for the White House, which 
will generate $2.7 billion in spending. 
About $800 million (29%) of that will likely 
go to digital video, the report says.
  Other segments include the Democratic 
primary ($971 million, 71% more than 
2016, with three-quarters of the spending 
happening in the first quarter of this year); 
House of Representatives ($1 billion, a 
relatively stagnant growth rate of 7% after 120% growth from 
2016 to 2018); U.S. Senate ($789 million, down 14%); and 
gubernatorial ($252 million).
  The report says digital video — mostly Facebook and 
Google — will generate $1.6 billion in the current election 
cycle.

SMI: RESILIENT LINEAR TV AD REVENUE DOWN 1%
  Despite the shift of viewing to on-demand streaming 
services, advertising revenue for linear television was down 
only 1 percent to $44.1 billion, according to a new report from 
Standard Media Index.
  SMI said its figures, which were reported by Multichannel 
News, exclude the Olympics and World Cup to present 
an apples-to-apples comparison. The results were better if 
revenue from digital revenue at the big network groups were 
to be added in, the research company added.
  For Q4, national linear TV advertising was down 0.9 percent, 
with the biggest falloff coming in primetime entertainment. 
Primetime entertainment ad revenue dropped 14.5 percent 
compared to a plunge in ratings of more than 20 percent.
  NBCU had the largest share of linear TV revenue with 
18.7 percent of the market. Newly merged ViacomCBS had 
a 17.8 percent share and Disney had 16.9 percent. They 
were followed by Fox at 14 percent, Discovery, 9.3 percent; 
WarnerMedia, 7.5 percent; and A+E Networks, 3.3 percent.
  Discovery was up 8.4 percent in the quarter and Fox grew 
6.8 percent, largely because of NFL football.
  Sports and news performed well in Q4. Demand for 
advertising during NFL games helped hike revenue for sports 
by 6.6 percent in the fourth quarter. The network that aired 
NFL football increased their revenues by 10 percent in the 
quarter to $2.1 billion. The price for in-game commercials 
rose 7 percent and there were 3 percent more spots.
  News revenue was up 4 percent. Broadcast news revenue 
was up 10.7 percent in the quarter, while cable news slipped 
3.1 percent. Fox News has the most revenue, but was off 2.1 
percent from a year ago. MSNBC was No. 3 in revenue but 
posted a 6 percent gain. CNN was down 7.3 percent.
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Now that Prince Harry 
and Duchess Meghan 

live in Vancouver, British 
Columbia should change 

its name to ‘Sick of 
Being British’ Columbia.

http://www.kimt.com
mailto:hr%40kimt.com?subject=
https://www.jobs.net/jobs/tegna/en-us/job/United-States/Regional-Account-Executive/J3V4R16QPG9GHFTC3NG/
https://www.spotsndots.com/site/forms/online_services/classified_ad/


 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

LIGHT TRUCKS DRIVE TOYOTA, SUBARU TO GAINS
(Continued from Page 1)
truck deliveries.
  A growing crossover lineup also drove Mazda to an 18 
percent gain last month. The company said combined sales 
of four crossovers — the CX-3, CX-30, CX-5 and CX-9 — 
increased 41 percent to 18,974, helping the brand’s volume 
rise for the fourth straight month.
  Among other brands, January volume rose 22 percent at 
Mitsubishi; 14 percent at Genesis, where deliveries have 
increased 12 straight months; and 5.2 percent at Volvo, 

which has now posted13 consecutive 
gains.
  Overall, U.S. light-vehicle sales were 
expected to fall in January, hurt by lower 
retail demand, even as incentives rise, 
analysts said.
  Yet the final tally for January will be an 
even bigger question mark since BMW 
Group, Nissan North America and the 
Volkswagen Group’s VW, Audi and 
Porsche brands late last month joined 
the Detroit 3 in shifting from monthly 

U.S. sales releases to quarterly reports.

THIS AND THAT
  Editorial director Chuck Ross and executive editor 
Dennis Liff are signing off from television news site 
TVWeek, which Ross says has been forced by market 
pressures into becoming more of an aggregator than an 
original news source... Anne Cox Chambers, who with her 
sister took over the family media conglomerate that became 
Cox Enterprises and once served as U.S. ambassador 
to Belgium, died Friday at her Atlanta home at the age of 
100, the company said... Amazon’s U.S. workforce has 
more than tripled since 2015 and now surpasses 500,000 
employees, the company said last week. Last year alone, 
Amazon added 150,000 U.S. employees, an increase of 
43 percent, and it now employs 798,000 people worldwide, 
The Associated Press reports.
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Having standards is 
important, so having 

double standards is even 
better than that because 
it means you have twice 

as many standards.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

SUPER BOWL LIV DRAWS 102M VIEWERS...
  The Kansas City Chiefs’ 31-20 victory over the San 
Francisco 49ers on Sunday in Super Bowl LIV in Miami 
drew 102 million viewers on Fox, Fox Deportes and Fox, 
NFL and Verizon’s digital properties, according to Nielsen 
numbers special-ordered by Fox Sports. That was up 
slightly from the comparable cume number last year (100.7 
million).
  Following the game, the Season 3 premiere of Fox’s 
flagship series The Masked Singer averaged 23.7 million 
viewers at 10:40 PM (ET) on the broadcast network, up 7 
percent from the debut of The World’s 
Best on CBS last year, which logged 22.2 
million viewers with a similar start time, 
10:36 PM. In adults 18-49, The Masked 
Singer (8.1 rating) was up 16 percent.
  The small ratings gains also carried over 
to the Super Bowl halftime, headlined 
by Jennifer Lopez and Shakira. It 
averaged 103 million viewers on Fox, 
according to Nielsen/Fox Sports, up 4 
percent from last year’s halftime Maroon 
5 performance. The pregame show drew 
21.6 million viewers, the best since 2016.
  On Fox alone, this year’s Super Bowl, which aired live 
from 6:41-10:11 PM (ET), averaged 99.9 million viewers, 
according to preliminary results from Nielsen. That would 
be up a notch from the 98.2 million total viewers for the 
New England Patriots’ 13-3 victory over the Los Angeles 
Rams last year, which was the lowest broadcast network 
viewership total since 2008.
  The 41.6 household rating for Sunday’s game on Fox grew 
five-tenths from last year, but still was the second-lowest 
total since 2006 (Super Bowl XL, ABC, 41.6), according to 
Nielsen historical data.

... AS BIG GAME NATIONAL TV AD DOLLARS UP 29%
  After a year of slightly declining viewership, Super Bowl 
LIV had a slight rise in traditional TV viewers for the Fox 
Television Network. It also scored a bigger increase in 
overall TV ad spending.
  Kantar Media’s preliminary estimate shows in-game 
national TV ad spend for the Super Bowl was $435 million. 
That’s up 29 percent from 2019’s $336 million. The previous 
high was $390 million for the 2017 game.
  Total national advertising time was 51 minutes/15 seconds, 
the third-highest total on record, according to Kantar. 
National TV advertising had a 24 percent share of the total 
football event time.
  This year, there were more long-form commercials (24 of 
59 spots) that were 60 seconds or longer. A year ago, there 
were 16 long-form spots. The previous high in 2014 was 23.
  Anheuser Busch InBev was the biggest spender at 
$41 million. PepsiCo was next with $31 million, followed 
by Procter & Gamble at $30 million and Amazon at $26 
million.
  Auto manufacturers were the leading Super Bowl 
advertising category, with $77 million of ad spend and 7 
minutes/30 seconds of total automotive commercial time.
  Fox ran the least time amount in TV network on-air promos 
(6 minutes/25 seconds) in the last five years. Last year, 
CBS ran 9 minutes/21 seconds.


