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TV AD STILL SPEND DOWN, BUT MUCH IMPROVED
  The COVID-19 pandemic caused many industries to suffer 
as consumers dealt with tight budgets and changed lifestyles. 
Those same factors, though, led to a boom in the used car 
market — and modifications in the industry’s advertising 
practices, MediaRadar reports.
  Dealerships across the U.S. began to offer digital car buying 
during the pandemic — and this trend is expected to endure 
long after the pandemic is over.
  “It has been incredible to witness an industry as large and 
established as automotive respond with new technology 
and adopt new processes to ensure a safe and frictionless 
car-buying experience,” says Alex Vetter, 
president and CEO of Cars.com.
  Vetter and Cars.com saw a 63% increase 
in the number of online car shoppers during 
the first three months of the pandemic as 
shoppers heeded stay-at-home orders and 
social distancing advice.
  At the same time, they saw a rise in at-home test-driving 
and the use of AI-powered customer service chatbots.
  Experts cite an aversion to public transportation, as well 
as tight budgets, as some of the driving factors behind the 
industry’s success over the past few months.
  “The used market is experiencing a dramatic recovery: 
used vehicles were sitting almost untouched at the start of 
the pandemic, and now they’re practically flying off dealer 
lots,” said Jessica Caldwell, executive director of insights 
for Edmunds.com.
  Edmunds reported a 16.4% increase in the average price 
of used cars between June and July of this year, saying that 
competition caused higher prices within the market.
  While many buyers seek used cars to fit newly-shrinking 
budgets, the industry is also benefitting from a lack of new 
car options for car buyers. While most automakers are back 
up and running, many shut down entirely near the beginning 
of the pandemic.
  From January through July of 2020, North American 
automakers produced just 6.6 million new cars and light 
trucks — a full 3 million fewer than they did in the same 
period the previous year.
  This shortage is driving curious car buying behavior. Some 
dealers report cars spending only hours on the lot before 
being sold. The demand is just too high for supply.
  Overall, MediaRadar reports, advertising in the used car 
category across all forms of media is down 10% year over 
year. The top advertisers — those who spent more than $15 
million year to date — are Carvana, CarMax, Vroom and 
DriveTime.
  Television ad spend (-18%) dropped from $155 million 
in 2019 to $126 million in 2020. Over the last ten weeks, 
television ad spend was down an average of 48% YoY. 
However, this is much improved from earlier in the year. The 
largest dip in spend occurred at the end of March, where it 
fell 91% from $2.5 million to $235,000.

USED-CAR ADVERTISERS RESPOND TO A NEW MARKET
ADVERTISER NEWS
  Clorox disinfecting wipes were one of the items that got 
snapped up by anxious consumers as the potential effects 
of COVID-19 began to make news. The product remains 
tough to find in many stores and online. “We know our prod-
ucts are not everywhere everyone wants them to be,” said 
Andy Mowery, Clorox’s chief supply officer. “It’s a point of 
personal frustration for me.” Lysol’s disinfecting wipes also 
remain in short supply across the United States... Regal 
Cinemas’ Cineworld subsidiary, the second-largest cinema 
chain in the world and U.S., has decided to temporarily close 
its theaters as movie studios delay the debuts of major films 

while the coronavirus remains unchecked 
across much of the U.S. “We are like a gro-
cery shop that doesn’t have vegetables, 
fruit, meat. We cannot operate for a long 
time without a product,” said Cineworld 
CEO Mooky Greidinger... Amazon is get-

ting an early start on its holiday shopping promotions. The 
e-tail giant launched its biggest-ever selection of holiday gift 
guides and exclusive online storefronts yesterday – in time 
for Prime Day (Oct. 13-14) and earlier than ever before. The 
dedicated gift guide homepage offers a variety of the latest 
products presented in assortments including products from 
small businesses, beauty, fashion, and toys... New York & 
Company has begun a new chapter under new owners as 
a digital-only company. RTW Retailwinds, the bankrupt par-
ent company of New York & Company and Fashion to Fig-
ure, has closed on the sale of its e-commerce business and 
all related intellectual property, including its websites, rental 
subscription businesses and certain other assets to Saadia 
Group, a New York investment company. The sale was 
previously approved by the bankruptcy court on Sept. 4… 
Tuesday Morning is actively seeking bids for its assets. The 
off-price home goods retailer filed for bankruptcy in May, with 
plans to close about 230 of its 687 stores as part of the reor-
ganization. But according to court papers, Tuesday Morning 
is now pinning its hopes on finding a buyer, although reor-
ganization remains an option. The company has set a bid 
deadline of Oct. 19, with an auction on Oct. 21 if multiple bids 
are received... Loves Furniture & Mattresses is making a 
big splash the first time out of the gate. The fledgling home 
furnishings retailer announced that it has opened its first 16 
stores, with locations in Michigan, Ohio and Pennsylvania. 
Additional stores are slated to open in the coming weeks. 
Loves was established this year when it purchased the in-
ventory and assets of 27 Art Van Furniture, Levin Furni-
ture and Wolf Furniture stores... A fast-fashion giant is cit-
ing increased e-commerce activity and slumping sales for its 
decision to shutter 250 net stores in 2021. H&M reported a 
16% decline in net sales for Q3 2020, with sales affected 
by COVID-19. At the beginning of the quarter (June 1), ap-
proximately 900 of the retailer’s more than 5,000 stores were 
temporarily closed. At the end of the quarter (Aug. 31), just 
over 200 stores were temporarily closed.
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AVAILS
  Do you have a strong competitive drive and determination to 
win? Are you a natural relationship builder and collaborator? 
If so, a fantastic opportunity awaits at the top 
media outlet in the “#1 City in the World” — 
Charleston, S.C. and WCSC-TV (CBS). Bring 
your tenacity, great communication skills and 
ability to close new business to WCSC Live 5 
News and get rewarded well for your efforts. You 
will have the opportunity to sell across all WCSC’s television 
and digital platforms, providing advertising solutions to new 

customers that will help them generate 
sales and increase profitability. CLICK 
HERE for more details or to apply now. 
EOE.
  WPSD-TV & the Paducah Sun is 
seeking a digital-savvy person who 
wants to work with the best group of 
marketing professionals in the Paducah, 
Ky., DMA, in the capacity of Digital Sales 
Strategist. This position leads from the 
front, and the successful candidate will 
possess a broad working knowledge 

of the fundamentals and emerging trends of interactive 
media sales, advertising and marketing solutions for local 
businesses. Send a cover letter and resume (CV) telling us 
why you would be an ideal fit to: DSS@WPSDlocal6.com. 
No calls, please. EOE.

See your ad here tomorrow! CLICK HERE for details.

STUDY: AMAZON TO RULE HOLIDAY E-COMMERCE
  Amazon has been having a highly successful 2020, and 
that won’t likely change in the next two months.
  Amazon is the No. 1 choice for holiday shopping, selected by 
61% of respondents, according to the fourth annual holiday 
shopping study from delivery experience management 
platform Convey. A distant second choice are big-box 
retailers (Walmart, Target and Best Buy), where 16% of 
respondents plan to find gifts.
  However, negative sentiment for Amazon is growing, with 
three in 10 respondents (31%) saying Amazon has a negative 
impact on retail, up from 24% who said the same thing in 
January 2020. Yet among shoppers who have a negative 
opinion of Amazon, nearly half (46%) admit they will shop 
there anyway during the upcoming holiday season.
  Beyond Amazon, e-commerce in general will be a popular 
channel for the 2020 holiday season, with eight in 10 (82%) 
planning to do most of their holiday shopping online.

DOLLAR TREE TO HIRE 25,000+ FOR HOLIDAYS
  Dollar Tree said it plans to hire more than 25,000 workers 
at its stores and distribution centers this holiday season, as it 
prepares for what is typically a period of higher sales.
  The U.S. dollar-store chain, which also owns Family Dollar, 
is looking to fill full-time and part-time positions, including 
store managers, cashiers and seasonal holiday help as part 
of its yearly hiring event.
  Chesapeake, Va.-based Dollar Store also said it would hire 
order fillers, equipment operators and warehouse associates 
at its distribution centers, as a COVID-19-driven increase in 
online shopping had prompted retailers to hire such workers.

SURVEY: UPFRONT REMAINS KEY MARKETPLACE
  On the heels of recent news that apex TV advertiser 
Procter & Gamble no longer considers the upfront vital, 
Advertiser Perceptions released findings of a survey of 
major advertisers and agencies indicating that — while 
some reforms are definitely desired — the upfront still is an 
important way to buy and sell media.
  The study, which was fielded among 301 senior advertisers 
and agency executives, found that while the COVID-19 
pandemic definitely had an effect on upfront media-
buying plans, business got done and many considered 
the virtual upfront and digital NewFront 
presentations to actually be a better 
experience, Television News Daily 
reports.
  Three-quarters of respondents said the 
virtual upfronts (74%) and NewFronts 
(75%) were just as or more effective than 
the traditional in-person events.
  While this year’s upfront deals had 
more flexibility built in to them than in 
normal years, respondents indicated that 
business nonetheless got done and that 
the major reforms they are seeking are not about delaying 
the upfront or moving it to calendar-year timing, per se, but 
more about improving measurement and attribution related 
to upfront advertising buys.

HOUSING: CONDOS COULD MAKE COMEBACK
  Experts say the desire for condominiums could heat up if the 
price of single-family homes continues to rise, Fox Business 
reports.
  While the sale prices of condos increased 5.4% compared 
to a year ago to a median of $266,000 in August, single-
family home prices surged 11.9% to $343,000, Redfin said.
  Now, condos and single-family homes are seeing the “largest 
price-growth gap between the two property types since 
2014,” according to the residential real estate company’s 
latest report.
  The reason why condos saw “sluggish” price growth is in 
part because they are less desirable among homebuyers 
who have been more motivated during the pandemic to bid 
on homes that typically offer more space and privacy, Redfin 
said. Additionally, the number of condos that buyers have to 
choose from has also increased.

SOUTHWEST SEEKS CONCESSIONS FROM LABOR
  With no new federal stimulus in sight, Southwest Airlines’ 
chief announced management pay cuts and said he will seek 
to negotiate concessions from workers to avoid layoffs, USA 
Today reports.
  In saying he believes the airline can navigate the crisis 
without furloughs, CEO Gary Kelly sought yesterday to 
stand apart from rivals. American and United Airlines have 
warned that 32,000 employees would collectively face layoffs 
after Congress failed to pass a new relief package.
  Airlines are scrambling to cut costs after the federal stimulus 
ran out last week. Congress delivered $50 billion in relief to 
airlines last spring to offset a severe drop in passenger traffic 
due to the coronavirus, half of it to pay salaries. Kelly said 
Southwest’s revenue remains 70% below what it normally 
would be.
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Larry The Cable Guy

We’re getting closer to that 
time of year when people 
who have pools and own 
boats quit hearing from 

their friends.
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COMMERCIAL BANKRUPTCIES CLIMB 33% YTD
  U.S. commercial bankruptcy filings are up 33% so far this 
year with new cases in September surging by 78% from a 
year earlier as the recession triggered by the COVID-19 
pandemic hits small businesses, data released yesterday 
showed.
  Filings by individuals, however, are lower so far this year 
courtesy of government relief efforts, Reuters reports.
  Chapter 11 bankruptcy filings totaled 747 last month, up 
from 420 a year earlier and from 525 in August, legal services 
firm Epiq said in a monthly report. Year-to-date filings total 

5,529, a third higher than in the first three 
quarters of 2019.
  “These commercial filings are primarily 
small businesses that do not have 
access to capital or stimulus,” Deirdre 
O’Connor, managing director of 
corporate restructuring at Epiq, said 
in a statement. “Unfortunately, those 
bankruptcies will continue to rise in the 
current economic environment.”
  By contrast, non-commercial 
bankruptcies are lower year-to-date.

U.S. SERVICES ACTIVITY GAINS MOMENTUM
  The recovery for U.S. services businesses gained momentum 
in September, surveys of purchasing managers show, while 
fresh coronavirus restrictions hurt activity in Europe and Asia, 
The Wall Street Journal reports.
  The Institute for Supply Management’s non-manufacturing 
index — a survey-based measure of activity in U.S. industries 
such as travel, health care, restaurants and real estate — 
rose to 57.8, up from 56.9 in August. Separately, private 
data firm IHS Markit said yesterday its U.S. services index 
came in at 54.6 last month, down slightly from 55.0 in August 
though still in expansion territory.
  Both surveys track the direction — as opposed to the 
magnitude — of change in business activity, with a reading 
above 50 indicating expansion, while a level below 50 signals 
contraction.
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FunnyTweeter.com

Why is “You’re a peach” 
a compliment, but “You’re 

bananas” is an insult? 
Why do we allow such 
fruit discrimination?

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

REPORT PROJECTS 2020 MEDIA PRICE DEFLATION
  The economic fallout of the COVID-19 pandemic is now 
projected to have a pronounced deflationary effect on 
advertising costs for most major media and in most major 
media markets, especially the U.S.
  That’s the conclusion of a new report released by media 
auditors ECI Media Management, which projects full-year 
2020 media costs will decline 0.9% worldwide and 3.4% in 
the U.S., MediaPost reports.
  That’s a higher rollback of ad prices than previously 
projected by others. A forecast released last month by 
advertising management consultant 
R3 Worldwide projected U.S. ad costs 
would decline about 2% this year.
  ECI’s report indicates the 2020 media 
price deflation will be far from uniform, 
with digital media showing some gains, 
while all traditional media will see steep 
declines, especially print and radio.
  “2020 has been a turbulent year for the 
advertising industry and for the entire 
world,” said ECI Media Management’s 
Global CEO Fredrik Kinge, noting that 
lockdowns have impacted many vital ad categories.
  The report does not account for the ad recession’s impact 
on social media explicitly, but Kinge said it should follow 
“the same trajectory” as digital display and digital video, 
which have proven relatively resilient to the downturn.

SURVEY: ECONOMISTS SEE VIRUS AS TOP RISK
  The U.S. economy faces risks from a potential resurgence 
of the coronavirus and from the failure so far of Congress to 
provide additional financial support for struggling individuals 
and businesses, the Associated Press reports.
  That judgment emerges from a survey released yesterday 
by the National Association for Business Economics 
of 52 forecasters who were polled last month. Among the 
forecasters, 55% said they regarded a second wave of 
COVID-19 cases as the most serious threat. Twenty percent 
said they thought a lack of further government economic aid 
would pose the biggest risk.
  Similar to many other economists, the NABE’s forecasters 
have estimated that the economy, as measured by the 
gross domestic product, grew at a 25% annual rate in the 
just-ended July-September quarter. That would be the 
largest quarterly gain on record dating to 1947. But it would 
follow an even bigger contraction in the April-June quarter, 
when the coronavirus paralyzed much of the economy. For 
the current October-December quarter, the NABE panel 
foresees a 4.9% annual growth rate.
  The recovery from the pandemic recession, in the view 
of the forecasters, will remain sluggish in coming months. 
A majority of them don’t expect GDP to return to its pre-
pandemic levels until sometime in 2022.
  For all of 2020, the panel expects GDP to decline 4.3%. 
That would be the economy’s first full-year contraction since 
a 2.5% fall in 2009 at the end of the Great Recession. For 
2021, the forecasters expect growth of 3.6%.
  On the danger that the economy might suffer a double-dip 
recession, in which GDP would shrink again, 51% of the 
forecasters estimate the chances at 20% or less. Only 12% 
see the likelihood at 50% or more.


