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COMPANIES TAKE DEEP DIVE INTO LIVE SPORTS
  The estimated national TV spending by automaker dipped 
11% in October vs. a year ago, according to iSpot.tv.
  The tally was $312.3 million, down from $351.5 million. 
October 2021 TV ad impressions also fell slightly to 27.4 
billion, down from 27.8 billion a year ago.
  The top five brands by spend were Toyota ($39.7 million), 
Ford ($31.7 million), Hyundai ($29.6 million), GMC ($24.1 
million) and Chevrolet ($21.9 million).
  The most-seen automaker ads for the month were 
Lincoln, “Where Does the Stress Go?” (1.44 billion TV ad 
impressions); Subaru, “Go Further,” (960 million); Jeep, 
“The Best Things,” (760 million); Nissan, “Hollywood Story,” 
(705 million) and GMC, “Made to Be Used” (585 million).
  Toyota was all-in on major sporting events in October, with 
nearly 83% of the brand’s national TV ad spend coming 
during National Football League games. Another 6.5% 
went toward Major League Baseball games, while the 
National Basketball Association had 1.3% of spend in the 
early weeks of the 2021-22 season.
  Ford’s strategy was similarly sports-focused: 48.5% of 
national TV ad spend was dedicated to the NFL, with another 
23.8% for MLB, and 1.9% toward 
college football, per iSpot.tv.
  The top five brands by impressions 
were Hyundai (2.5 billion), Ford (2.4 
billion), Lexus (2.3 billion), Nissan (2 
billion) and Toyota (1.9 billion).
  “With the fall TV schedule back to 
‘normal,’ you saw a return to ‘normal’ 
for automaker ad spend and creative 
approaches on TV as well this 
October,” said Stuart Schwartzapfel, 
SVP, Media Partnerships at iSpot.tv. “Between college and 
pro football, the MLB Playoffs and fall primetime TV lineups, 
the month presented numerous options to get in front of 
large, predictable audiences, and these brands were eager 
to deliver new 2022 vehicle messaging.”
  The biggest increases among top 15 brands by spend in 
October vs. a year ago were Mercedes-Benz (69.6%), Kia 
(30.1%), Jeep (20.6%), Lincoln (20.3%) and Hyundai (9.9%).
  Mercedes-Benz used football in large 
part to fuel its year-over-year rise, as 
the NFL and college football combined 
for almost 53% of spend in October 
2021 vs. about 36% in October 2020.
  Top programs for automakers by 
impressions share of voice in October 
were NFL (14.4%), college football 
(10.1%), MLB (5.9%) Today (1%) and 
SportsCenter (0.9%).
  The top networks for automaker TV 
ad impressions in October were NBC 
(11.4%), Fox (11.4%), CBS (10.6%), 
ABC (5.6%) and ESPN (4.9%).

AUTOMAKER TV SPENDING, IMPRESSIONS FALL IN OCT.
ADVERTISER NEWS
  Kroger is launching a subscription program that will offer 
members free deliveries and double gas points. The pro-
gram, called Kroger Boost, is being rolled out in the Atlanta, 
Cincinnati, Columbus, Ohio, and Indianapolis markets. Cus-
tomers paying $99 a year will get free delivery in as little as 
two hours, and a $59 membership offers free delivery within 
24 hours on orders of $35 or more… Uber Eats has cal-
culated the foods its drivers have delivered this year and 
French fries, pad thai, garlic naan, soda, miso soup, Califor-
nia Roll, chicken tikka masala, edamame, mozzarella sticks, 
and spicy tuna roll make up the list of its most ordered items, 
USA Today reports… CVS Health reported better-than-ex-
pected revenues and earnings in Q3 and is raising its fore-
cast for the year. Revenues for the company were up 10% 
in the most recent quarter with earnings per share of $1.97, 
well ahead of the $1.70 expected by analysts… Jeff Bezos, 
founder and executive chair of Amazon.com, has moved up 
his company’s timeline for powering all its operations with 
renewable energy sources from 2040 to 2025. Bezos also 
recently pledged $2 billion to restore natural habitats and 
transform food systems... Bed Bath & Beyond, which has 

made a series of moves as part of the 
reinvention of its business under presi-
dent and CEO Mark Tritton, says it’s 
launching a digital marketplace. Plans 
call for the digital initiative to expand 
its assortment of key products in the 
home and baby categories via a curat-
ed selection of third-party brand part-
ners that will be seamlessly integrated 
into the Bed Bath & Beyond digital plat-
form… Publix is partnering with online 

delivery platform Instacart to make essential items available 
for fast delivery. The regional southeastern grocer is partner-
ing with the delivery service to roll out a new online storefront 
called Publix Quick Picks. Available across Publix’s entire 
seven-state footprint, the new storefront allows customers to 
shop from Publix’s assortment of fresh groceries, pantry and
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VIACOMCBS Q3: 4.3M MORE STREAMING SUBS
  ViacomCBS said it added 4.3 million global streaming 
subscribers in the third quarter, bringing its total to nearly 
47 million.
  Streaming revenue topped $1 billion for the first time, 
increasing 62% from a year ago. Streaming advertising 
revenue was up 48% and streaming subscription revenue 
was up 79%.
  The company also said its Pluto TV free streaming platform 
grew its monthly active users to more than 54 million and its 
revenue increased 99%.

  Growing the streaming business is 
expensive. ViacomCBS’s net income fell 
to $538 million from $615 million a year 
ago. Total revenue rose 13%, to $6.6 
billion.
  Advertising revenue was up 1%, to 
$1.86 billion, and affiliate revenue rose 
2%, to $2.1 billion. TV revenue went 
up 24% to $2.9 billion. Ad revenue — 
excluding streaming — was down 2%, 
to $943 million. Streaming revenue went 
up 81% to $390 million. Affiliate revenue 

rose 4% to $698 million.

U.S. JOBLESS CLAIMS EXTEND THEIR DECLINES
  Worker filings for unemployment benefits continued to fall 
as they approached levels last seen before the coronavirus 
pandemic, The Wall Street Journal reports.
  Worker filings for initial unemployment benefits, a proxy 
for layoffs, fell to 269,000, the Labor Department said 
yesterday. The figure for the previous week was revised to 
283,000 from 281,000.
  The four-week average for weekly claims fell to 284,750 
last week, holding well below a recent peak of 424,000 in 
mid-July. They remained above 2019’s weekly average of 
218,000. Claims declined through much of the summer 
despite a surge in COVID-19 cases caused by the delta 
variant and related economic disruptions.
  Economists estimate that the Labor Department will report 
today that U.S. employers added 450,000 jobs in October, 
or more than double the payroll gains seen in September.
  The number of Americans continuing to claim unemployment 
benefits dropped as well for the week ended Oct. 23, falling 
134,000 to 2,105,000, the lowest figure since March 14, 
2020.

UNIVISION’S Q3: ADVERTISING REVENUE UP 32.5%
  Spanish-language media giant Univision Communications, 
which late last year sold a majority stake to an investor group 
led by former Viacom CFO Wade Davis and then agreed to 
a merger with Mexican TV giant Televisa, reported a big 
increase in third-quarter advertising revenue.
  The company said yesterday that its quarterly revenue rose 
20.3% to $754.7 million.
  Quarterly ad revenue jumped 32.5% to $442.7 million from 
$334.1 million in the prior year’s quarter. It also increased 
15.6% over the pre-coronavirus pandemic Q3 2019 when it 
had recorded $382.8 million.
  Core advertising revenue increased 37.4% to $412.1 million 
from $300 million. Core ad revenue is adjusted for political 
and advocacy ads.

NADA: NEW LIGHT-VEHICLE SALES RISE AGAIN
  New light-vehicle sales in October saw their first month-
to-month gain since April, according to a new post by the 
National Automobile Dealers Association.
  NADA says the October SAAR totaled 13 million units, down 
20.8% from October 2020 but up 6.3% from September.
  October sales began with the lowest inventory levels on 
record, at 972,000 units, and the low inventory continues to 
keep sales rates below current market demand. “We don’t 
expect that October’s month-end inventory levels will show 
significant change from September,” writes NADA’s chief 
economist, Patrick Manzi. “In this tight 
market, OEMs continue to prioritize retail 
deliveries over fleet deliveries. According 
to J.D. Power, fleet sales are expected to 
account for just 13% of new-vehicle sales 
in October.”
  In October 2021 light-truck market share 
topped 80% for the first time, representing 
80.2% of all new light vehicles sold. 
Through the first 10 months of the year, 
light trucks have accounted for 77.2% of 
new-vehicle sales.
  After setting a record in September 2021, average new light-
vehicle transaction prices are expected to set a new record 
of just under $44,000, says J.D. Power. Average incentive 
spending per unit is also expected to hit a new record low of 
$1,628. Consumers facing these rising prices have benefited 
from very strong trade-in values. J.D. Power estimates that 
the average trade-in value is up 70% year over year.   
  NADA forecasts new light-vehicle sales in 2021 to total 15.2 
million units.

ROKU’S Q3: MORE ACCOUNTS, STREAMING HOURS
  Roku said it ended Q3 with 56.4 million active accounts, 
which was up 23% from 46 million accounts in the previous-
year period. Streaming hours topped 18 billion, which was 
21% above the 14.8 billion hours streamed last year.
  The subscription streaming video co-founder (with Netflix) 
attributed the lower-than-projected 1.3 million active user 
increase from Q2 due ongoing supply issues related to the 
pandemic.
  “We believe that the slowdown in active account growth rate
this quarter was, in large part, attributable to global supply 
chain disruptions that have impacted the U.S. TV market,” 
Roku CEO Anthony Wood and CFO Steve Louden co-
wrote in the shareholder letter.
  Specifically, the executives said overall U.S. TV sales fell 
below pre-COVID 2019 levels. “Some of our Roku TV OEM 
partners were hit particularly hard with inventory challenges, 
which negatively impacted their unit sales figures and market 
share in Q3,” they wrote.
  Meanwhile, The Roku Channel increased its licensed 
content to more than 200 partners, and added 17 linear 
channels. The ad-supported streaming video platform 
announced its first Roku original feature-length film, Zoey’s 
Extraordinary Christmas, in addition to premiering 23 
original titles.
  Separately, Roku Recommends, the 15-minute weekly 
program that recommends films and TV shows to platform 
viewers, has been one of the top VOD series on the Roku 
Channel, according to Wood and Louden.
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GRAY SEES FLAT BROADCAST REVENUE IN Q3
  Gray Television yesterday said total revenue for the 
third quarter of 2021 came in at $601 million, essentially 
unchanged from Q3 2020 (down 0.5% from $604 million).
  The primary components of revenue were combined local 
and national broadcast advertising revenue ($292 million); 
and retransmission consent revenue ($266 million). Both 
results significantly exceeded the company’s expectations 
and guidance.
  Broadcasting revenue total comprised: local advertising 
revenue (including internet/digital/mobile) of $232 million, 

up 23%; national advertising revenue of 
$9 million, up 22%; political ad revenue 
of $6 million, down 93%; retransmission 
consent revenue of $266 million, up 23%; 
and production company revenue of $20 
million, up 82%.
  Other revenue totaled $14 million, up 
27% from a year ago.

THIS AND THAT
  The U.S. trucker shortage — the deficit 
of drivers needed to move goods through 

the supply chain — increased to around 80,000 this year, up 
form 61,500 last year, according to the American Trucking 
Associations. Many of the trucker-related problems come 
down to compensation. Drivers complain that they are paid 
by the mile and not for the time waiting for their cargo to be 
unloaded, The Wall Street Journal reports... Subprime auto 
loan originations have yet to recover to pre-pandemic levels, 
according to the latest TransUnion data, though an analyst 
said they’re improving and nearing that point. TransUnion 
said Q2 subprime loan originations rose 32.8% from a year 
earlier but remained slightly down compared with Q2 2019. 
The credit bureau cited “issues such as affordability and 
employment challenges” as the cause... Global streaming 
activity grew 21% in Q3, led by a 273% jump in Africa, 
according to Conviva’s State of Streaming Report. In 
North America, where streaming is more established, time 
spent streaming increased 2%. Conviva said that big screens 
accounted for 73% of all streaming viewing time worldwide.
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Parenting is missing your 
kids when they’re asleep, 
and missing your sanity 

when they’re awake.

SLING TV ADDS JUST 12,000 CUSTOMERS IN Q3
  Sling TV added around 12,000 customers in the third 
quarter, upping the Dish Network-owned virtual pay-TV 
platform’s base to 2.56 million users — roughly what it had in 
a period dating back two years.
  Dish reported 2.69 million Sling TV subscribers in the third 
quarter of 2019, and 2.46 million in the third quarter of last 
year. 
  The most recent stagnant growth comes as Sling TV upped 
the price of its two core tiers, “Blue” and “Orange,” by $5 to 
$25 a month in July. But Sling TV also embarked on a major 
upgrade of its UX, finishing deployment of 
the updated app across major connected 
TV platforms including Roku and Amazon 
Fire TV.
  Overall, Dish reported the loss of 13,000 
pay TV subscribers across Dish satellite 
TV and Sling TV services.
  Dish earned $3.22 billion in pay-TV 
revenue in Q3, up just under 1% year over 
year. The satellite TV company reported 
a profit of $700,000 in Q3 on its pay-TV 
operations.
  Sling TV, which was the first vMVPD to launch — back 
in February 2015 — is now the third-largest virtual pay-TV 
operator, trailing YouTube TV and Hulu + Live TV. 

TEGNA’S NET INCOME INCREASES TO $128M IN Q3
  Tegna reported higher net income and revenue in the third 
quarter. Net income was $128 million, or 58 cents, up from 
$123 million, or 55 cents, a year ago. Revenue rose 2% to 
$756 million.
  Advertising and marketing services (AMS) revenue was 
$364 million, up 22%, despite weakness in the auto category 
because of supply-chain issues. The company said it had 
record advertising revenue despite the absence of $116 
million in political advertising a year ago.
  Looking forward, Tegna said the outlook for political revenue 
in 2022 continues to strengthen, with nearly all of the U.S. 
Senate and gubernatorial races that are expected to be 
competitive occurring in Tegna’s footprint.
  Subscription revenue was up 16%, to $369 million.

ADVERTISER NEWS
(Continued from Page 1)
household essentials, meals, snacks and more, for delivery 
in as fast as 30 minutes with Instacart’s Priority Delivery 
service... Toyota Motor shrugged off the effects of the 
global semiconductor shortage and reported higher profit in 
the most recent quarter as well as an improved forecast for 
the full fiscal year. Toyota said it expects sales and profit to 
rebound in the year ending March 2022… BMW’s earnings 
jumped to beat expectations after higher vehicle prices and 
prioritizing money-spinning models like the $75,000 X7 SUV 
helped the company offset output reductions due to the 
dearth of chips. Group earnings before tax surged 50% to 
$3.4 billion in Q3, beating estimates… Volvo Car’s sales 
plunged by more than a fifth in October as the company 
struggled with supply-chain snarls... Big Lots is bucking a 
popular industry trend by keeping its stores open all day on 
Thanksgiving. The discount retailer’s stores nationwide will 
be open Thanksgiving Day,  Nov. 25, from 7 AM to 9 PM.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


