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SAAR HITS 14.8M MARK, HIGHEST SINCE SEPT. ’18
  It’s insensitive to categorize anything that has killed more 
than 230,000 fellow citizens and sliced the nation’s second-
quarter gross domestic product by a third as a “stumble,” but 
that’s exactly what COVID-19 looks like to analysts covering 
the U.S. auto industry, Automotive News reports.
  After falling off a cliff in the spring because of the pandemic, 
retail demand for new automobiles in October reached a 
seasonally adjusted, annualized selling rate of 14.8 million 
in October, according to an estimate by Morgan Stanley 
Research. That is the retail SAAR’s 
highest level since September 2018, 
when it reached 15.5 million vehicles — 
and almost double the 7.5 million depths 
plumbed in the dark days of April.
  But this isn’t April or 2018. Because of 
what the pandemic did to siphon dealer 
inventories and tamp down expenses, 
coupled with a product mix heavier on 
lucrative light trucks and continued strong pre-owned 
demand, dealer profitability is better than it’s ever been.
  “I think that it is fine to call it record profitability levels,” said 
Patrick Manzi, chief economist for the National Automobile 
Dealers Association. The group’s latest Dealership 
Financial Profile, for the month of August, showed net profit 
share of total dealership sales at 2.9%, and Manzi said the 
situation improved even further in September and October.
  Of automakers reporting, Subaru and Toyota said they 
set sales records for October, with Subaru rising 11% and 
Toyota Motor North America up 8.8%. Mazda saw its sales 
jump 16%, Volvo increased 21% and Hyundai-Kia climbed 
5.1%. Ford, which last week announced a return to monthly 
sales reporting, saw its sales decline in October by 6.1%. 
American Honda was down 3.4%.
  Other automakers did not report monthly sales in October, 
and industry-wide fleet volume continued to be depressed, 
down 27% last month compared with a year earlier, though 
it was up 6.6% from September, according to data compiled 
by Cox Automotive.
  Morgan Stanley estimated that total industry sales were 
down 2.5% year over year, with European brands collectively 
down 6.6%, Asian automakers off 4.6% and domestic 
automakers up 0.5%. Overall, October’s SAAR was 16.4 
million vehicles, according to Motor Intelligence.
  With new-vehicle sales still down from last year, dealership 
profitability — and automaker profitability — is being driven 
largely by the ugly discipline imposed on the industry this year 
by the pandemic, said Brian Finkelmeyer, senior director of 
new-car sales solutions at Cox Automotive.
  “COVID is showing us that price is no longer the winning 
play,” Finkelmeyer said. “The winning play is having the right 
quantity and quality mix of inventory. It’s just a fact: Dealers 
with bigger inventories capture more online shopping 
attention. Also, the dealers best at inventory management 
are earning ‘em by turning ‘em.”

SURGING AUTO DEMAND SHOWS COVID-ERA RESILIENCE
ADVERTISER NEWS
  Pfizer said yesterday its experimental COVID-19 vaccine 
was more than 90% effective, a major victory in the fight 
against a pandemic that has killed more than a million peo-
ple, battered the world’s economy and upended daily life. 
Pfizer and German partner BioNTech are the first drugmak-
ers to release successful data from a large-scale clinical trial 
of a coronavirus vaccine. The companies said they have 
so far found no serious safety concerns and expect to seek 
U.S. authorization this month for emergency use of the vac-

cine... In a bold move to sell more of its 
volume-leading Rogue crossovers, Nis-
san will bring Toyota to its dealerships, 
Automotive News reports. The automak-
er plans to put its arch-competitor’s RAV4 
compact crossover on Nissan lots to show 
shoppers how the Rogue stands up head-
to-head against the segment leader. The 
campaign coincides with the introduction 

of the redesigned 2021 Rogue, which is arriving at Nissan 
stores... Estee Lauder’s e-commerce sales increased 60% 
on its brand sites for 2021’s first fiscal quarter ending Sept. 
30. CEO Fabrizio Freda credits the growth to brands host-
ing video consultations, shoppable livestreams and virtual 
try-on sessions across their online platforms and meeting 
increased consumer demand for click-and-collect services... 
Mazda slumped to a net loss in the latest quarter as the CO-
VID-19 pandemic continued to hammer global sales and 
broadside earnings. Mazda booked an operating loss of $72 
million in the quarter ended Sept. 30, compared with an op-
erating profit of $178 million the year before, the automaker 
said in an earnings announcement... Colorado-based VF 
Corp., parent of Timberland, Vans and The North Face, 
will acquire popular streetwear company Supreme for $2.1 
billion. Supreme was founded in 1994 by James Jebbia as 
a skate shop, and Jebbia and the rest of the brand’s leader-
ship team will remain on board in New York City after the 
sale... With the pandemic hurting its ride share business, 
Uber has turned its attention to grocery and food delivery, 
and recently made two acquisitions that could result in facili-
tating $1 billion in grocery sales per year... Chick-fil-A and 
Popeyes will soon face another competitor in the battle for 
the best chicken sandwich. McDonald’s has told investors 
that it will release its Crispy Chicken Sandwich early next 
year in the U.S. The fast-food giant began testing the sand-
wich in Houston and Knoxville, Tenn., nearly a year ago. The 
sandwich features a fried chicken filet served on a buttery 
potato roll, topped with butter and pickles. A deluxe version 
also includes tomatoes, lettuce and mayo... Beyond Meat 
swung to a loss in its third quarter and missed analysts’ esti-
mates for both earnings per share and revenue. CEO Ethan 
Brown said consumers aren’t stockpiling Beyond’s meatless 
products like they were at the beginning of the pandemic. 
Sales in its foodservice segment, which includes restaurants, 
declined during the quarter.
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AVAILS
  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.
  WJET, Erie, Pa., is seeking a dynamic Local Sales 

Manager with a minimum of three years 
of sales management experience. We’re 
looking for a sales leader who creates 
a positive culture for success through 
leadership, clear direction, teaching, 
motivating and evaluating the sales 
efforts of our Local team; develop and 
execute sales strategies that result in 
exceeding revenue targets for Local and 
Digital Sales. Top candidates will have 
excellent leadership and forecasting 
skills, as well as a successful track 

record of generating new business and servicing existing 
clients and agencies. CLICK HERE to apply. EOE.
  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.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Hamilton became a cultural phenomenon on Broadway, 
and Disney+ brought the experience to mainstream media 
with its release of the musical in July of this year. Four 
months later, Hamilton holds the crown as the most-viewed 
streaming title of 2020 so far. Data from ScreenEngine/
ASI acquired by Variety shows that Disney+ holds eight 
of the top 30 most-watched titles this year, evidence of the 
streamer’s rise to success in the big leagues after bursting 
onto the scene less than one year ago... Revenues for 
iHeartMedia rebounded substantially in Q3, driven by 
double-digit increases in digital ad sales, powered in part by 
formidable growth in podcasting. The audio giant reported 
$744 million in revenues, down 22% year over year, but 
up 53% from the depths of the pandemic in Q2... The U.S. 
labor market regained another chunk of jobs lost during 
the pandemic-induced recession, sending unemployment 
down sharply in October amid other signs the economy is 
recovering. Employers added 638,000 jobs last month — 
the sixth straight monthly gain — and the jobless rate fell a 
percentage point to 6.9%, the Labor Department said last 
week. The job market has now recovered 12.1 million of the 
22 million jobs lost in March and April, when the shutdown 
of businesses led the jobless rate to soar to a post-World 
War II high of 14.7%.

REPORT: AMERICANS COMBINING PAY-TV, SVOD
  New consumer research from Leichtman Research Group 
finds that 60% of U.S. TV households have both a pay-TV 
service and at least one SVOD service. In addition, 20% of 
TV households have an SVOD service but not pay-TV, 14% 
only have a pay-TV service, and 6% have neither pay-TV 
nor SVOD.
  Among traditional (cable, satellite or telecom) pay-TV subs, 
79% have an SVOD service, and 96% of those getting 
live pay-TV from an online TV service also have SVOD. 
Comparatively, 76% of pay-TV non-subscribers have an 
SVOD service.
  These findings are based on a telephone 
survey of about 2,000 households from 
throughout the U.S., and are part of a new 
LRG study, Pay-TV in the U.S. 2020. This 
is LRG’s 18th annual study on this topic.
  “Traditional pay-TV services from cable, 
satellite, and telco providers are now in 
less than two-thirds of U.S households, 
while an increasing number of households 
are opting to get live pay-TV from [the 
Internet],” analyst Bruce Leichtman said 
in a statement. “Consumers continue to choose the video 
services that best fit their households’ needs.”

CNN SEES BIG POST-ELECTION RATINGS BUMP
  CNN scored massive ratings that beat all networks — 
broadcast and cable — on Saturday night following the call 
earlier in the day that Joe Biden had been elected president, 
MediaPost reports.
  CNN earned 13.6 million Nielsen-measured viewers in 
primetime Saturday night for the airing of the speeches by 
President-elect Biden and Vice President-elect Kamala 
Harris between 8:30 and 9 PM (ET).
  On Saturday, MSNBC came in second with 8.5 million, 
followed by CBS with 5.6 million, ABC at 4.4 million and Fox 
News Channel with 2.9 million. NBC and Fox ratings were 
not available at press time.
  On Saturday it was determined that Biden had won the 
presidential election after votes were counted showing that 
he topped President Trump to win Pennsylvania, putting 
him over the needed 270 electoral vote margin.
  Total day Saturday viewing also saw CNN coming in higher 
than other cable TV networks at 4.2 million. MSNBC earned 
3 million, while Fox News Channel came in at 1.7 million.

ELECTION ’20 LEFT AMERICANS FEELING THIRSTY
  New data from Drizly reveals e-commerce trends on and 
around Election Day, specifically orders for on-demand 
alcohol delivery.
  The alcohol e-commerce and delivery platform recorded 
overall spikes in sales the week of the election, day before 
and throughout Election Day and night. On Election Day 
2020 (Tuesday, Nov. 3), sales on Drizly were 67.66% higher 
than the average of the previous four Tuesdays and above 
Drizly’s baseline year-over-year growth by 219%.
  On Election Day during the 2016 presidential election 
(Tuesday, Nov. 8, 2016), sales on Drizly rose 68.95% higher 
than the average of the previous four Tuesdays.
  The top category share on Election Day was wine: (42.38%), 
followed by liquor (40.84%) and beer (14.67%).
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Jay Leno

Nineteen percent of doctors 
say they’d be able to give their 

patients a lethal injection. 
But they also said the patient 
would have to be really, really 

behind on payments.
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FURNITURE IMPORTS SEE DROP IN FIRST HALF
  Furniture imports during the first half of 2020 fell 16%, a sign 
that supply chain disruptions caused during the pandemic 
had a palpable, if only temporary, impact on shipments from 
major source countries.
  Overall imports fell from $11.7 billion to $9.7 billion during 
the first half, according to figures compiled by Furniture 
Today.
  The drop was led by a 40% decrease in shipments from 
China, which totaled $3.4 billion, down from $5.6 billion in the 
first half of 2019. This could partly be attributed to lingering 

effects of China tariffs and the shift of 
goods to countries such as Vietnam, 
Indonesia, Thailand and Taiwan.
  Furniture exports, meanwhile, were 
down by 23% in H1.
  According to figures compiled by 
Furniture Today, the U.S. shipped $826.2 
million of furniture around the world from 
January through June, compared with 
nearly $1.08 billion in the same period the 
year before.

NATIONAL TV AD SPEND FELL 7% THROUGH SEPT.
  Total national ad revenue declined by 7% in this year’s first 
nine months, according to Standard Media Index.
  While national news advertising revenue is up 14%, sports 
as a whole saw a drop of 18%, per SMI stats.
  NFL ad revenue is actually up 8% versus last year’s first 
nine months. But NCAA football is down 41%.
  Major League Baseball is down 40%. The National 
Hockey League and tennis are each down 31%, golf is down 
24%, the National Basketball Association is down 22%, 
and soccer (which last year had the benefit of the women’s 
World Cup tournament) is down 66%.
  NCAA basketball, which had its season cancelled outright, 
is down 83%.
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I met my wife online. 
We’ve been married four 
years and have a girl, a 

troll and lovely twin bots.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

YOUNG, DIVERSE AUDIENCES LEAN INTO TV NEWS
  Amid the many new media offerings available to consumers, 
it’s easy to lose sight of long-standing, dependable choices 
— even when they continue to drive significant engagement. 
The news is one such option, and amid the trifecta of a 
pandemic, widespread social unrest and a U.S. presidential 
election, it remains a vital connection to both the world at 
large and our local communities, Nielsen says.
  While the time consumers spend watching TV news has 
been rising since the fall of last year, it peaked at just under 
nine-and-a-half hours each week in April — the height of 
the stay-at-home period in the U.S. Fast 
forward to September, American adults 
are still engaged with news, watching an 
average of 7 hours and 5 minutes of TV 
news per week, which is up 23% from the 
same period last year.
  While the high engagement with news 
in March and April is noteworthy, it’s not 
surprising when you consider consumers’ 
first exposure to information about 
COVID-19 and its implications here in 
the U.S. — as well as the fact that most 
of the country was in lockdown and media consumption 
skyrocketed while consumers were largely homebound.
  Engagement this year has not been a problem, with news 
consumption rising even as outdoor activities picked up 
during the spring and summer months.
  While consumers 55 and older do watch the most news, 
younger generations are driving the growth of news 
consumption. In fact, consumers 18-34 increased their 
total news consumption by 134% between 2019 and 2020. 
And what’s more, news viewers are growing increasingly 
diverse, with Hispanic, Black and Asian viewers driving 
significant gains over the past two years.

PARAMOUNT+ PLANNING LIVE SPORTS, NEWS
  In the rapidly crowding OTT video space, next year’s 
launch of SVOD platform Paramount+ by ViacomCBS 
could get lost in the crowd, Media Play News says.
  To help prevent this, the platform — which will be a 
rebranding of CBS All Access — aims to differentiate itself 
from Netflix, Disney+, Hulu and Amazon Prime Video, 
among others, by streaming live sports and breaking news.
  While Netflix refuses to consider live sports programming, 
Prime Video currently streams NFL Thursday Night 
Football, and NBCUniversal’s Peacock service offers 
Premier League soccer from the UK.
  CEO Bob Bakish said Paramount+ would separate itself 
from other SVOD services, including recently launched 
HBO Max and Peacock, by streaming the NFL, SEC college 
football, UEFA soccer, PGA Golf, live national CBS News 
and local affiliates; and 60 Minutes, among others.
  “It’s going to be a truly differentiated and compelling 
offering that’s unlike anything that’s really out there today,” 
Bakish said.
  ViacomCBS is banking on Paramount+ and ad-supported 
sister platform Pluto TV to help drive the media giant’s 
OTT video distribution priority. In July, All Access added 
3,500 episodes from Viacom brands as well as about 190 
Paramount movies. All Access and Showtime OTT ended 
the quarter with nearly 18 million combined subscribers.


