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OCTOBER RESULTS POINT TO HEALING INDUSTRY
  Toyota Motor, Hyundai and Mazda racked up October 
U.S. sales gains on demand for crossovers and other light 
trucks, in the latest sign the market continues to claw back 
amid the coronavirus pandemic, Automotive News reports.
  At American Honda, volume fell 3.4% on weaker car 
and light-truck deliveries, with sales off 3.7% at the Honda 
division and 1.2% at Acura.
  Volume rose 8.8% to 205,349 at Toyota Motor, a record 
for the month, with sales up 7.8% at the Toyota division 
and 15% at Lexus. Overall, Toyota Motor said light-truck 
deliveries rose 14%, helping to offset a 
0.4% dip in car volume.
  Combined deliveries of Toyota’s two 
pickups, Tacoma and Tundra, jumped 
22% to 33,773. U.S. sales of the RAV4 
— the country’s top-selling compact 
crossover and Toyota’s best-selling 
nameplate — increased 8.6% to 40,717. 
Every Lexus light truck also posted a 
sales gain, with volume rising 26% or 
more for three models: The UX, NX and the GX.
  Strong sales of higher priced vehicles continued in October, 
with some luxury brands and pickups faring especially well, 
suggesting buyers with high incomes remain in the market, 
according to Charlie Chesbrough, senior economist at Cox 
Automotive.
  “Weakness in lower priced segments such as compact 
cars suggest these buyers, generally with lower incomes, 
have been hit hard by the pandemic recession,” Chesbrough 
added. “All of which suggests the vehicle market is an 
example of the K-shaped economic recovery, where higher 
incomes do well, while lower incomes do not.”
  Subaru also set an October record, with volume rising 
11% to 61,411. Hyundai’s sales edged up 0.5% to 57,395 in 
October behind a second consecutive month of double-digit 
growth in retail deliveries.
  Retail demand, driven by an expanded crossover lineup, 
rose 10% to 52,117 last month while fleet sales fell 45%, 
Hyundai said. “The automotive retail market continues to 
show resiliency,” said Randy Parker, vice president for 
national sales at Hyundai Motor America.
  Hyundai said crossovers represented 68% of the brand’s 
retail units sold in October, with retail sales of crossovers 
advancing 23%.
  Retail deliveries of the redesigned Sonata rose 20%. 
Overall, Sonata sales rose 25% last month, but remain down 
18% for the year. Still, Parker called the midsize sedan’s 
performance last month “a sign that the right sedan can still 
drive consumer demand.”
  Mazda said volume rose 17% to 22,736, with light truck sales 
advancing 24%, for its second straight month of double-digit 
growth. Volume rose for the fifth straight month at Volvo as
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ADVERTISER NEWS
  Apple is set to host yet another device showcase. On 
Nov. 10, Apple says it will reveal more products after it just 
launched new iPhones in October. Apple is likely to deliver a 
new lineup of computers featuring its first homemade chips, 
reports CNBC… A return to home cooking has warmed up 
sales and profit growth for Tupperware and led to a reviv-
al of a brand that had been struggling in recent years. The 
food storage brand, once known for its in-home party sales 
model, has shifted to digital sales and seen a 14% surge 
in revenue in the most recent quarter… Macy’s will partner 

with Black designers to launch five new 
limited-edition fashion collections starting 
in spring 2021. The exclusive lines from 
designers Allen Onyia, Aminah Abdul 
Jillil, Misa Hylton, Ouigi Theodore and 
Zerina Akers will roll out throughout next 
year in hundreds of Macy’s stores and 
online... H.E. Butt Grocery is continu-
ing its Texas growth with the opening of 
two 122,000-square-foot stores, including 

its first in Lubbock and another in San Antonio that will be 
home to an expanded fresh produce department. The San 
Antonio site employs 350 people, while the Lubbock loca-
tion has nearly 500 workers. Both opened last week... About 
53% of those who changed their holiday travel plans said 
they are likely to spend more on holiday items this year, spe-
cifically because they will not be traveling, according to the 
National Retail Federation... Friendly’s parent FIC Res-
taurants has filed for Chapter 11 bankruptcy protection with 
plans to sell the East Coast chain and keep most of its 130 
locations open. Amici Partners Group, an affiliate of mul-
ticoncept operator Brix Holdings, will pay about $2 million 
for Friendly’s... Amazon Logistics is well-situated to reach 
the size of FedEx this year and of UPS within two years, 
and it’s likely to introduce a third-party delivery service in the 
U.S. by next year, according to Morgan Stanley Executive 
Director Ravi Shanker. Amazon is also considering estab-
lishing a rural-area delivery network that would operate on 
a hub-and-spoke model to bolster smaller shipping centers, 
according to published reports... Under Armour plans to 
cut the number of North American retail stores that carry its 
products by 2,000 to 3,000 locations over the next couple of 
years as the athletic wear brand focuses more of its busi-
ness on selling directly to consumers. Roughly 10,000 stores 
will continue to carry Under Armour’s merchandise after the 
cuts are made... Nike yesterday filed an updated notice in 
Oregon detailing that approximately 700 employees will be 
impacted by the planned layoffs at its Beaverton headquar-
ters by Jan. 8. When the retailer initially filed its notice in July, 
Nike had planned for “at least” 500 layoffs, including mem-
bers of its corporate leadership team and employees at its 
childcare centers. The layoffs are tied to Nike’s Consumer 
Direct strategy, which prioritizes Nike’s direct-to-consumer 
channels while paring down wholesale.
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AVAILS
  The 4Q forecast for Myrtle Beach, S.C., is sunny and 
75 degrees! Wouldn’t you like to be here? WMBF-TV, 
the NBC affiliate, is seeking another 
experienced media seller to join our 
team. This position will grow existing 
accounts and develop new partnerships 
while being rewarded with fantastic commission rates. Are 
you self-motivated, with a desire to succeed, while having 
fun? Then apply ONLINE at gray.tv/careers and attach a 
resume to start the process. EOE.

  KOIN 6 TV / KRCW Portland’s CW, 
the Nexstar Media Group Inc.-owned 
CBS and CW duopoly in Portland, 
Ore., has an immediate opening for an 
Account Executive. The ideal candidate 
will be passionate, persistent and enjoy 
the sales process. Bachelor’s Degree 
and 3+ years of media sales experience 
preferred. Must multitask in a fast-paced 
environment and have a track record of 
success! We’re looking for an effective 
driver of revenue through growing 

existing accounts and new business development. Visit our 
WEBSITE for more info or to apply now.
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach, Fla., market, has an incredible opportunity 
for you! WPBF 25 is looking for a dynamic sales superstar 
to join our phenomenal sales team. The ideal candidate 
will bring both broadcast and digital sales experience and 
will possess the drive and ability to thrive in a fast-paced, 
highly competitive market. Your creativity, originality and 
passion for developing new business will be encouraged and 
rewarded! CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Television and radio broadcasters are not obligated to 
provide lowest unit rate pricing for political ads after Election 
Day, even if results are still pending, according to the FCC’s 
Media Bureau. Federal law says broadcasters must charge 
their lowest commercial advertising rates for political ads 
only in the days preceding the election...   Fiscally challenged 
AMC Theatres has revealed the ongoing hardships imposed 
upon its industry by the coronavirus pandemic. The world’s 
largest exhibitor reported a $905.8 million third-quarter 
(ended Sept. 30) loss compared with a loss of $54.8 million 
during the previous-year period, Media Play News reports. 
Revenue plummeted 91% to $119.5 million from $1.31 billion 
last year as theaters either remain shuttered in key markets 
or have limited seating capacity due to social distancing... Ad-
supported streaming service Tubi has seen the time viewers 
spend on the service nearly double in the last year, parent 
company Fox reported yesterday. The spike in viewership 
coincides with more people spending time at home due 
to COVID-19 — something that other streamers have 
benefited from as well this year. Fox CEO Lachlan Murdoch 
said viewers watched 220 million hours of the service in 
September. Murdoch didn’t say how many active users Tubi 
has, but he did say its 33 million monthly users reported in 
August represented a 65% year-over-year increase.

NETWORK NEWS
  Jimmy Fallon is sticking with The Tonight Show. The 
comedian has signed a contract extension with NBC to 
continue hosting the late-night show. His current contract 
runs through the end of 2021 after the network extended the 
deal in August 2015 for an additional three and a half years. 
Fallon, who told staff yesterday, according to The New York 
Times, began hosting the show in February 2014, taking 
over from Jay Leno... Eve has announced she is leaving 
CBS daytime chatfest The Talk in December after four 
years in her co-hosting chair. The rapper and actress said 
she is focused on “expanding her family” 
in London, where she lives with her 
husband Maximillion Cooper. Eve has 
been co-hosting the daily program from 
her base in London during the pandemic, 
which has limited her ability to travel in 
order to be in studio for show tapings. 
Eve’s departure comes just two months 
after Marie Osmond exited the show... 
Kid of the Year, a multiplatform initiative 
recognizing extraordinary young leaders 
who are making a positive impact in 
their communities, will be simulcast in a special hosted by 
Trevor Noah across CBS, Nickelodeon, TeenNick and 
Nicktoons on Saturday, Dec. 5 at 8 PM (ET). One kid will 
be recognized as Kid of the Year and featured on a cover 
of TIME with a companion story in Time for Kids... NBC 
has pulled coronavirus-era comedy Connecting from its 
schedule. The four remaining episodes will air solely online 
on Peacock and NBC.com. Episodes of Superstore 
will air in Connecting’s Thursday timeslot at 8:30 PM on 
NBC through Nov. 19. The series stars Otmara Marrero, 
Preacher Lawson, Shakina Nayfack, Parvesh Cheena, 
Ely Henry, Jill Knox and Keith Powell.

AS NETFLIX RAISES PRICES, CONSUMERS SHRUG
  New data from KillTheCableBill.com finds 54% of Netflix 
subscribers share passwords with friends outside the home, 
and a majority are not opposed to the service’s latest price 
hike. But another 25.7% said they would consider canceling 
the service due to the price increase, with 6% saying they 
would definitely stop service.
  The findings are the result of an online survey of 1,003 
respondents, between Oct. 30 and Nov. 2, who claimed to 
be Netflix subscribers.
  “People obviously aren’t happy with their price going up, 
but this isn’t the first time,” William Parker, founder of the 
KTCB website, wrote in the report. “Perhaps it’s due to this 
conditioning, or maybe the still relatively low price point in 
comparison to cable, but the majority of subscribers plan on 
sticking with Netflix post-price raise.”
  The survey also found that 18% of Netflix subs share 
passwords with friends, and 26% share with relatives who 
are not immediate family.
  About 32% of subs said they may consider cancelling 
Netflix due to the price increase; 14% may downgrade to a 
lower subscription tier. About 37% said price hikes are their 
biggest complaint with Netflix, while 28% are most annoyed 
with losing popular shows like The Office. Only 17% of 
respondents said Netflix cancelling its original programming 
was their main complaint.
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Rodney Dangerfield

My wife and I were happy 
for 20 years. Then we met.
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LIGHT TRUCKS BOOST TOYOTA, HYUNDAI SALES
(Continued from Page 1)
the Swedish brand posted its biggest gain of the year at 21%. 
At Genesis, volume skidded 46% last month.
  Kia was also scheduled to report October sales late 
yesterday. The rest of the industry releases U.S. sales results 
on a quarterly basis.
  The seasonally adjusted, annualized rate of sales in 
October is forecast to come in at 15.7 million to 16.4 million 
— topping 15 million for the third straight month — according 
to estimates from Cox Automotive, TrueCar/ALG and J.D. 

Power/LMC.
  The SAAR tallied 16.9 million in October 
2019 and has steadily increased every 
month since bottoming out at 8.7 million 
in April. But that five-month streak is in 
doubt after September’s faster-than-
expected 16.51 million pace.
  Retail demand rebounded quickly in 
the spring, but the recovery seems to 
have plateaued amid lean stockpiles and 
sharply lower fleet sales. Third-quarter 
sales trailed 2019’s results by 9.5%, 

narrowing the year-to-date deficit to 18%.

ACCOUNT ACTIONS
  The National Basketball Association has tapped 
Interpublic Group of Cos.’ Mediahub to handle its media 
planning and buying business following a review, according 
to Ad Age. The agency takes the business from incumbent 
Spark Foundry. In 2015, the NBA sent its media account 
to Publicis-owned Starcom Mediavest Group, which 
included agencies Spark Foundry and Starcom. Mediahub 
reportedly competed against finalist agencies including 
Horizon Media. The review was managed by strategic 
advisory firm MediaLink... Hershey Co. is reviewing 
the U.S. media account for its main business, with all 
incumbent agencies invited to participate in the process, 
Ad Age reports. Interpublic Group of Cos.’ UM won 
Hershey’s global media planning and buying business in 
2013. Dentsu’s Accordant Media also handles certain 
digital duties. The confectionary giant said it will review all 
paid media for its candy, mint and gum business in the U.S., 
known for brands such as Hershey’s, Jolly Rancher, Ice 
Breakers, Reese’s and Twizzlers.
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FunnyTweeter.com

I bet it really stinks to 
throw up if you’re a giraffe.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

CONSUMER SPENDING IS OFFICIALLY UNLEASHED
  As all business owners know, the pause button was hit 
six months ago on consumer spending when COVID hit. 
Today, many business owners know the 
pause button has been released and the 
fast-forward button is pushed all the way 
down.
  September 2020 national survey results 
from Marshall Marketing reveal that 34% 
of consumers delayed a purchase of $250 or more due to 
COVID. Gen Z adults (40%), Millennials (41%) and Gen X 
(40%) are the three segments most likely 
to have halted a purchase.
  However, Millennials and Gen X 
are going to be catching up on those 
purchases in the next three months. Six 
in 10 Millennials (61%) and just over 
half of Gen X (51%) plan to make those 
purchases by the end of the year. But 
the spending won’t be over by the end of 
the year, with nearly 20% of each group 
planning to make those purchases in 
2021.
  “In working with our client TV stations since August, we 
have talked to their advertisers and have seen demand 
spike in many categories, especially home improvement 
items, home furnishings, elective medical procedures and 
auto purchases,” says Marshall Marketing Vice President 
Bruce Hahn. “Businesses are scrambling to accommodate 
consumers to keep up with the demand.”
  Millennials index high for buying vehicles, both new and 
used, as well as furniture. Gen X index high for buying 
a mattress, elective cosmetic procedures and home 
improvement.
  “Considering all the events of 2020, consumers continue to 
be resilient,” says Hahn. “They will be active in the coming 
months.”

FOX CORP. Q1 REVENUE UP 2% IN TOUGH CLIMATE
  Fox Corp. beat Wall Street analysts’ forecasts for its 
fiscal first quarter, delivering revenue of $2.72 billion, but 
COVID-19 continued to take a toll on the broadcast and 
cable TV company.
  Even a record-setting political advertising haul couldn’t 
prevent an overall decline in ad revenue in the main TV unit 
as the pandemic wiped out key sports broadcasts.
  The company reported yesterday that earnings per share 
came in at $1.18, up from 83 cents in the year-earlier quarter 
and ahead of analysts’ estimates.
  Advertising across the company slipped 7% to $969 million 
from $1.04 billion in the year-earlier quarter. The ad picture 
was brighter in cable TV, with the 2020 election propelling 
Fox News viewership and ad revenue rising 18%. Affiliate 
revenue climbed 4% as carriage renewals and fee increases 
countered ongoing subscriber declines.
  Fox’s main television unit, which includes the broadcast 
network and local stations, saw revenue slip to $1.35 billion, 
down $6 million from a year ago, despite a record political 
ad haul by the stations.
  Affiliate revenue shot up 23% due to increases in fees 
from third-party Fox affiliates and higher average rates per 
subscriber, and advertising revenue fell 15% to $670 million.


