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NADA: PER-VEHICLE DEALER SPEND AT RECORD HIGH
SHOPPERS SEEK ‘OMNI-CHANNEL’ EXPERIENCE
  National Automobile Dealers Association (NADA) data 
offers a good reason for television sales reps to be hopeful 
about the key ad category.
  The trade group reports that based on the 8.41 million cars 
and light trucks that were sold by its members during the first 
half of this year, the average dealer spent a record 
$628 per each new car sold. That’s up 2 percent 
compared to a year ago and up 8 percent versus 
what they spent in 2013.
  Yet the numbers also come with a caveat. With 
car sales down slightly, NADA reports franchised 
dealership ad spending totaled $4.47 billion during the first six 
months of this year. That’s a 1 percent decrease compared 
to the same period in 2018. It also represented the smallest 
amount spent by franchised dealers since 2015.
  At the mid-year point there were 16,741 new vehicle dealers 
in the U.S., according to NADA, and while that number is 
lower than a year ago, NADA President Peter Welch says 
the death of the local car dealer is overblown. He says reports 
that consumers are clamoring to buy vehicles completely 
online and that younger generations are averse to physical 
dealerships have yet to pan out.
  “Nothing could be further from the truth,” Welch said. “The 
idea of e-commerce fully displacing physical dealerships has 
been around as long as the internet. And while it’s true that 
consumers are spending more time researching online for 
vehicles to purchase, it’s not as much as one might think.”
  In a blog post, Welch cites several data points backing 
up the relevance of local dealers. That includes a study 
released this year by Cox Automotive that showed buyers 
spent an average of 14.5 hours researching and shopping 
for a vehicle. While the study did show that 61 percent of that 
time was spent online, Welch notes that 34 percent of the 
research was done at dealerships. And that doesn’t include 
the amount of time buyers spent actually purchasing the 
vehicle.
  Another survey from Harris and Urban Science shows 
the typical consumer visits 2.5 dealerships before they buy. 
With more than two-thirds (68%) telling survey-takers they 
visit more than one dealership. Welch said he’s especially 
encouraged by the data showing the highest number of 
dealer visits were among Gen Zs and young Millennials, the 
two groups that are supposedly most interested in buying 
their car online. He also points out the Harris data showed 
85% of shoppers said buying a car or truck is too big a 
purchase to click the “buy” button sight unseen. Nearly as 
many (83%) wouldn’t buy a vehicle without a test drive—and 
most want that to occur at a dealership where a vast majority 
of Americans actually have trust in the information they get.
  “Consumers, in particular young ones, don’t want an online-
only shopping experience for major purchases,” Welch said. 
“They want an omni-channel experience. It’s also why dealers 
will continue to offer the ‘clicks and bricks’ experience that 
consumers truly want when buying a car or truck.”

ADVERTISER NEWS
  As the holiday season approaches, the parent company 
of Sears and Kmart has secured a $250 million lifeline 
and announced plans to shut 96 more stores, CNBC 
reports. That will leave the business with 182 locations. 
The financing came from lenders that include owner Eddie 

Lampert. The parent company, Transformco, 
says going-out-of-business sales are set to begin 
Dec. 2, with the 96 stores shuttering by February. 
The closures and financing show that the Sears 
brand continues to struggle to win back shoppers, 
despite Sears Holdings filing for bankruptcy and 

restructuring. Sears’ last profitable year was 2010... Costco 
and Instacart are piloting a program to deliver prescription 
medicines in as little as an hour to club members, CNBC 
reports. The warehouse club and delivery service are 
waiving delivery fees on orders over $35... Amazon.com 
plans to invest $40 million to open a robotics innovation hub 
in Westborough, Mass., a suburb of Boston, in 2021. The 
company’s robotics division is focused on developing robots 
that stack and move products around Amazon’s massive 
warehouses... Ralph Lauren yesterday said the company 
is seeking growth through digital initiatives that will include 
“rental, subscription, and resale models,” according to a 
company press release. That includes a tie-up with Urban 
Outfitters’ new Nuuly rental effort, executives said. In 
Q2, net revenue rose 1 percent to $1.7 billion, driven by 
Europe and Asia. North America revenue fell 1 percent to 
$881 million... Gap Inc. says longtime CEO and president 
Art Peck will step down from those roles and his board 
position, after a brief transition. Board Chairman Robert 
Fisher, of the founding Fisher family, has taken the job of 
interim chief executive, effective immediately, the company 
says... Coca-Cola is launching a new seltzer brand dubbed 
AHA in March 2020, which the beverage giant claims is its 
biggest new product release in a decade. AHA will come 
in eight flavors, including two (Citrus Green Tea and Black 
Cherry + Coffee) with 30 mg of caffeine that take early aim at 
popular caffeinated seltzer Hi-Ball from Anheuser Busch. 
The line will also look to gain market share from PepsiCo’s 
surging Bubly line — a brand it too started from scratch 
back in 2018. AHA will replace Coke’s Dasani sparkling 
water. Coke says it will introduce new still water flavors to 
its Smartwater line in 2020, too... Target has expanded its 
Black Friday preview sale to two days, and will hold the 
event tomorrow and Saturday, a week later than last year’s 
sale, the Minneapolis Star Tribune reports. Thanksgiving 
falls later in the month this year than last, and the shorter 
season between the winter holidays has some retailers 
kicking off the shopping season earlier and others waiting 
longer to start... Select 7-Eleven stores in Colorado now 
feature robots that dispense CBD products, according 
to Forbes. The machines were created by greenbox 
Robotics, and greenbox will curate the selection of CBD 
products available at 7-Eleven stores.
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OUTLOOK: HOLIDAY SALES TO CROSS $1 TRILLION
  Despite healthy consumer spending overall in 2019, the 
upcoming holiday season will be affected by economic 
uncertainty and a shorter timeframe.
  eMarketer forecasts that total U.S. holiday retail sales 
will climb 3.8 percent to $1.008 trillion this year: the first-
ever trillion-dollar holiday season. Last year saw even less 
growth, at 2.4 percent.
  Cyber Monday is again expected to be the biggest 
online shopping day in U.S. history, with a total that could 
approach — or even surpass — $10 billion. Black Friday, 
Thanksgiving and Cyber Tuesday should also rank among 

the leading days for the season.
  Brick-and-mortar remains dominant. In-
store sales for the 2019 holiday season 
will increase by 2.5 percent to $872.25 
billion. Brick-and-mortar still represents 
86.6 percent of holiday sales, but its 
share has steadily declined.
  E-commerce sales this holiday season 
will increase 13.2 percent to $135.35 
billion. That means e-commerce will 
represent 13.4 percent of all holiday 
retail sales this year, a figure that has 
been growing steadily.

DISNEY DOUBLES DTC SEGMENT LOSS TO $740M
  Acquiring control of Hulu and launching a branded 
subscription streaming video service is expensive, Media 
Play News reports.
  Disney says it lost $740 million in its nascent direct-to-
consumer (DTC) business unit in the fourth quarter (ended 
Sept. 30) — more than double the $340 million operating loss 
in the previous-year period. DTC oversees Disney’s foray 
into OTT video distribution, which includes the acquisition 
of backend support technology provider BAMTech.
  The segment generated revenue of $3.4 billion compared 
to revenue of $825 million last year. For the fiscal year, DTC 
revenue topped $9.3 billion compared to revenue of $3.4 
billion in the previous period. Operating loss skyrocketed to 
$1.8 billion compared to an operating loss of $738 million 
last year.
  The increase was due to the consolidation of Hulu (from 
Comcast), costs associated with the upcoming launch of 
Disney+ and investment in ESPN+, which was launched in 
April 2018 and has more than 3.5 million paid subscribers. 
Disney+, which launches Tuesday, isn’t expected to turn a 
profit until 2024.

DISH ADDS SUBSCRIBERS ON SLING TV GAINS
  Charlie Ergen’s Dish Network yesterday said it added 
148,000 net TV subscribers in the third quarter as growth 
at streaming service Sling TV outweighed a continued 
customer drop in the traditional pay-TV business.
  Dish, which has consistently cited competition and has 
also been affected by carriage disputes, ended September 
with 12.18 million subscribers, up 148,000 from the end of 
the second quarter in June. The user count included about 
9.49 million Dish pay-TV subscribers, down about 66,000 
from the end of Q2, and 2.7 million Sling TV subscribers, up 
about 214,000 from the end of Q2.
  In Q3 of 2018, Dish had lost 341,000 net pay-TV subscribers. 
Univision and Dish at the end of March settled a carriage 
dispute that started when talks hit an impasse in June 2018. 
But a dispute with AT&T-owned WarnerMedia’s HBO has 
continued.
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CABLENET CHATTER
  Freeform has set January premiere dates for new seasons 
of Grown-ish and The Bold Type and the midseason return 
of Good Trouble. The Season 3 premiere of Black-ish 
spinoff Grown-ish will serve as the lead-in for the previously 
dated new comedy Everything’s Gonna Be Okay at 8 PM 
Thursday, Jan. 16. The following week will see the Season 4 
launch of The Bold Type taking over the 9 PM slot. Meanwhile, 
Season 2B of The Fosters spinoff Good Trouble begins at 10 
PM Wednesday, Jan. 15... Eli Roth’s History of Horror will 
live again. AMC has renewed the fake-blood retrospective by 
the Hostel director for a six-episode second season that will 
include a deep dive into the cinema realms 
of magic-weilding witches, misshapen 
monsters, and infamously evil youngsters. 
Season 2, which will also appear on 
AMC Networks’ horror streaming service, 
Shudder, will also explore the horror 
history of hell houses and body horror... 
Courtney B. Vance, who played attorney 
Johnnie Cochran in FX’s The People V. 
O.J. Simpson: American Crime Story, 
is set to star opposite Cynthia Erivo in 
Genius: Aretha, the next installment of Nat 
Geo’s popular anthology series. Billed as 
the first-ever, definitive and only authorized 
scripted limited series on the life of Aretha Franklin, Genius: 
Aretha will begin production in December for a spring 
2020 premiere on National Geographic channels in 172 
countries and 43 languages. Vance joins as Aretha’s (Erivo) 
father, C.L. Franklin, an influential reverend and civil rights 
activist... Eight-part investigative series Expedition Bigfoot 
will premiere on Travel Channel on Wednesday, Dec. 4 at 
10 PM (ET). Old legend meets new modern-day technology 
as an elite team of skilled searchers use an advanced data 
algorithm and groundbreaking science and tools to analyze 
five decades of Bigfoot sightings, and to pinpoint when and 
where to encounter the elusive beast... Comedy Central has 
greenlighted a new comedic documentary from comedian-
activist D.L. Hughley. How Not to Get Shot and Other 
Advice from White People is based on his New York 
Times bestseller of the same name. The hourlong docu-
comedy follows Hughley into the field to explore the state 
of race in America. Hughley won a Peabody for his 2012 
Comedy Central docu-comedy special D.L. Hughley: The 
Endangered List.

DISCOVERY REPORTS HIGHER Q3 EARNINGS
  Discovery reported higher third-quarter earnings on strong 
results at its U.S. networks and a drop in restructuring costs 
and interest expenses.
  Net income rose to $262 million, or 35 cents a share, from 
$117 million, or 16 cents, a year ago. Revenue rose 3 percent 
to $2.7 billion.
  At Discovery’s U.S. networks, operating income increased 
12 percent to $1 billion. Revenue increased 3 percent to $1.7 
billion.
  Advertising revenue rose 3 percent. Distribution revenue 
rose 6 percent despite a drop in subscribers. Subscribers 
were down 4 percent from a year ago and subscribers to 
Discovery’s fully distributed networks were down 1 percent.

Jim Gaffigan

You’ll leave a Japanese 
public restroom cleaner than 

when you walked in. You 
leave an American public 

restroom with PTSD.


