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OUTLOOK: SALES PACE WINNING STREAK INTACT
  After taking a major dip in the early stages of the COVID-19 
crisis, the auto industry is “showing remarkable strength,” 
according to a joint forecast this month from J.D. Power 
and LMC Automotive that projects October sales to 
exceed 2019 figures after “two consecutive months of year-
over-year retail sales increases.”
  “The combination of elevated retail sales and average 
transaction prices means that consumers are expected to 
spend $43.7 billion on new vehicles, a record for the month 
of October,” J.D. Power says. “This represents an increase 
of $5.6 billion, or 14.6%, from October 2019.”
  “Sales of new vehicles have experienced a V-shaped 
recovery, increasing 36% in Q320 from the previous 
quarter. However, levels were 10% below the same quarter 
of the previous year,” says BBVA Research. “Low interest 
rates, extended loan terms, a rebound in the stock market, 
higher personal savings, solid residential 
construction, and increasing preferences 
for car ownership have contributed to the 
resiliency of new vehicle sales.”
  The sales pace is “rising for the sixth 
straight month since April’s historic low,” says a Cox 
Automotive sales forecast issued this week. “Another 
month of volume improvement illustrates the resilience of 
the auto industry.”
  Incentives are down, and the average vehicle price is up. 
“The combination of strong demand and lean inventories is 
enabling manufacturers to reduce new-vehicle incentives 
and is allowing retailers to reduce the discounts they 
typically offer on new vehicles,” J. D. Power says.
  Retail sales for new vehicles this month will reach 1,187,800 
units, a 3% hike compared with a year ago when adjusted 
for selling days, J.D. Power says. This October includes 
an additional selling day over October 2019. Comparing 
the same sales volume without adjusting for the number 
of selling days translates to an increase of 6.8% year over 
year.
  “The seasonally adjusted annualized rate (SAAR) for total 
new vehicle sales is expected to be 15.9 million units,” 
the report continues. “And while that’s down 0.8 million 
units from 2019, it represents “the smallest year-over-year 
decline since the pandemic began.”
  Early in the pandemic, carmakers focused on incentives, 
especially in markets where outbreaks had yet to occur. 
Now, however, “the strong sales pace is occurring despite 
tight inventories,” says J.D. Power data and analytics 
division president Thomas King. “The combination of strong 
demand and lean inventories is enabling manufacturers to 
reduce new-vehicle incentives and is allowing retailers to 
reduce the discounts they typically offer on new vehicles.”
  Inventory is moving fast, too. J.D. Power projects that the 
average vehicle will stay on the lot for 49 days, the first time
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ROBUST AUTO SALES SEE PRICES UP, INCENTIVES DOWN
ADVERTISER NEWS
  Amazon enters the holiday season on the heels of a blow-
out quarter that easily topped Street forecasts. The e-com-
merce giant reported that its net income increased to $6.3 
billion, or $12.37 per diluted share, in the quarter ended 
Sept. 30, compared $2.1 billion, or $4.23 per diluted share, 
in the year-ago period. Analysts have expected earnings 
of $7.41 per share. Net sales increased 37% to $96.1 bil-
lion, topping estimates of $92.7 billion... Walmart will use 
two stores close to its Bentonville, Ark., headquarters and 
two others in cities to be named later as experimental e-
commerce innovation hubs. The company, which has long 
used its stores to help grow online sales, will use the se-
lected stores to test strategies, design innovations and tech 
tools aimed at speeding order fulfillment... Demand for face 
masks and home decor products sent Etsy’s sales surging 
in the fiscal third quarter, the company reported. Sales more 

than doubled compared to a year ago, 
fueled by sellers on the platform selling 
24 million masks... Lululemon Athletica 
said it has begun the process of expand-
ing the sizes of the products it sells to 

serve a greater number of customers. “Who are we to de-
termine the exclusive nature of the product purely based on 
size?” said CEO Calvin McDonald. “Those are the people 
we want to recruit and our sizing was preventing us from 
recruiting people who have similar states of mind.” Lulule-
mon has also pledged to have 100% of its merchandise 
made from sustainable materials by 2030... Tiffany and 
LVMH are getting back together. The New York jeweler has 
agreed to accept a lower purchase price from the French 
conglomerate, ending a dramatic spat that had threatened 
to derail the $16 billion takeover. The companies said in 
a joint statement yesterday that they have modified the 
terms of last year’s merger agreement, lowering the price 
per share that LVMH will pay from $135 to $131.50. The 
move now values Tiffany at $15.8 billion, $400 million less 
than the $16.2 billion originally agreed upon… J.C. Pen-
ney has taken a big step toward its financial restructuring 
and emergence from bankruptcy. The department store re-
tailer announced that it has entered into an asset purchase 
agreement with Brookfield Asset Management, Simon 
Property Group and a majority of the company’s first lien 
lenders. Penney said it expects to operate outside of Chap-
ter 11 before the holiday season. Under the agreement, and 
as previously reported, Brookfield and Simon — Penney’s 
two biggest landlords — will acquire substantially all of Pen-
ney’s retail and operating assets through a combination of 
cash and new term loan debt... A Northeast wholesale club 
retailer is adding to the assortment available for chainwide 
buy-online-pickup-in-store (BOPIS) and curbside pickup or-
ders. BJ’s Wholesale Club now allows members to order 
fresh and frozen grocery products on its e-commerce site 
or consumer app for curbside pickup or pick up in-store at 
any one of its locations.
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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.
  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.

Q3 STREAMING UP 57%, CONVIVA REPORT SAYS
  Streaming continued to grow in the third quarter, according 
to a new report from Conviva. In its latest State of Streaming 
Report, Conviva found that time spent streaming was up 
57% year over year during the quarter.
  Advertisers appear to be following consumer eyeballs. After 
a big drop in the second quarter caused by the pandemic 
and a lack of live sports, Conviva found that ad demand 
bounced back in the third quarter. There was a 22% increase 
in impressions, resulting from a 14% increase in ad attempts 
and a 22% decrease in failed ad attempts.
  Ad quality improved with time spent waiting for ads to buffer 
down 28% and picture quality 11% better.
  While connected TV devices — Roku, Amazon Fire, Apple 
TV, Chromecast — were dominant in streaming viewership 
with 55% of global viewing time, streaming through apps on 
smart TVs doubled its share to 14.8%. Viewing on smart 
sets made by Samsung, LG and Vizio grew faster grew 
200%, compared to the overall 57% growth rate.

JOBLESS CLAIMS FALL TO PRE-PANDEMIC LEVEL
  The number of Americans filing initial claims for 
unemployment insurance fell last week to the lowest level 
since the pandemic began, suggesting layoffs are easing 
despite a rise in coronavirus infections, The Wall Street 
Journal reports.
  Initial jobless claims, a proxy for layoffs, fell by 40,000 to 
751,000 in the week through Oct. 24, the Labor Department 
said yesterday. That was the lowest level of claims since mid-
March, just before the pandemic shut down much business 
activity throughout the U.S.
  Claims remain exceptionally high by historical standards. 
Last week’s new claims were more than three times the 
weekly average early this year, before the pandemic.

NBCU SEES DECLINE IN Q3 AD REVENUES
  With the release of its third-quarter financial report, 
Comcast’s NBCUniversal says it has completed its 
upfront advertising selling deals for the current TV season, 
with “strong volume commitments and higher pricing.” The 
company did not provide details.
  The upfront selling season has been hampered by 
production delays for many new shows this year, which have 
slowed advertising commitments — deals typically agreed to 
in the June-August period. Some advertisers have pushed 
season-long deals to begin in January.
  For the July-September period, 
NBCUniversal’s broadcast networks and 
cable networks witnessed ad revenue 
declines of 12% (to $1.05 billion) and 2% 
(to $793 million), respectively.
  NBC’s cable networks experienced a 
rare decline in distribution revenue — 
down 3.8% (to $1.6 billion) — largely due 
to the loss of games and subscribers for 
its regional sports networks in the period 
as a result of the COVID-19 pandemic.
  NBC’s broadcast platforms, TV networks 
and TV stations continued to see gains in distribution 
revenues — retransmission content fees — growing 4.9% 
(to $620 million).
  On the plus side — for both broadcast and cable — content 
licensing revenue was sharply higher, up 65% (to $740 
million) and 17% (to $326 million) respectively, partly due to 
the timing of deals as well as programming transactions for 
NBCU’s new streaming service Peacock.
  NBCU says Peacock now has nearly 22 million subscribers. 
It also touts a recent deal with TV streaming platform 
distributor Roku.

TRUMP SHIFTS FLA. AD SPEND BURDEN TO RNC
  President Trump’s campaign has slashed its advertising 
budget in Florida, relying on the Republican National 
Committee to carry the message there as it moves resources 
to the industrial northern states that carried him to victory in 
2016, Bloomberg reports.
  Since Labor Day, Trump has cut $24 million from his 
national ad budget, while former Vice President Joe Biden 
has added $197 million. Biden has outspent Trump three-to-
one over that time nationally.
  The president’s campaign still has $350,275 budgeted 
to spend on ads in Florida through Election Day, but has 
canceled $5.5 million in the final two weeks of the campaign, 
according to data compiled from Advertising Analytics.
  The RNC is picking up some of that slack, buying $4 million 
in ads beginning last week. By comparison, Biden has 
booked $16.7 million in ads in Florida for the last 15 days of 
the campaign, compared to $4.3 million for Trump and the 
RNC, according to Advertising Analytics.
  The Biden campaign has added $41 million to its ad 
budget in the home stretch, pouring more money into every 
battleground state except Texas. Through Election Day, the 
campaign has budgeted $8.3 million in Florida, $7.1 million 
in Pennsylvania, $5.3 million in Michigan and $4.9 million in 
North Carolina.
  In the final week, Biden is set to outspend Trump in every 
battleground state except for Minnesota and Ohio.
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Larry The Cable Guy

Here’s one thing I’ve 
learned about Halloween: 
Turns out Superman hates 

sunflower seeds even 
more than Kryptonite.
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AUTO SALES: PRICES UP, INCENTIVES DOWN
(Continued from Page 1)
it’s fallen below 50 in eight years. “Additionally, for the fourth 
consecutive month, one in five vehicles are being sold after 
being on a dealer lot for only five days or less,” the report 
says.
  That’s allowed dealers to reduce incentives for October. At 
8.7% [of total vehicle value], they’re down 1.4 percentage 
points from a year ago and the first time below 9% since 
June 2016, the report says.
  Incentive spending, the report says, peaked at $4,953 per 

unit in April. Retailers are still posting 
significant growth in margins on new-
vehicle sales. Total grosses per unit are 
on pace to hit $2,224, an increase of 
$829 from a year ago.
  Meanwhile, average transaction prices 
are up 7.3% to $36,755, the report says. 
“The shift towards more expensive trucks 
and SUVs remains a key driver, with 
those two segments on pace to account 
for a combined 77% of retail sales 
compared to 73% prior year,” the report 

says. “For context, the average transaction price five years 
ago in October 2015 was $30,921.”

NIELSEN HAS RADIO ‘SUBSCRIBER FIRST’ POLICY
  In a major change with far-reaching implications for radio, 
advertisers and agencies, Nielsen will no longer include 
listening data for non-subscribing stations in the summary 
dataset that fuels the major buying systems used by agencies 
and advertisers, Inside Radio reports.
  Dubbed “Subscriber First,” the policy change goes into effect 
in January for PPM markets and April for diary markets.
  It’s the latest in a series of steps the company has taken 
in recent years to remove benefits for non-subscribers in an 
effort to bring them back into the fold.
  While non-subscribers won’t be included in Strata and the 
other major buying platforms – making them invisible to the 
majority of ad agencies – Nielsen says it will continue to 
include their numbers in respondent level data, the granular 
data that Nielsen says “almost all” of its broadcast customers 
subscribe to, giving subscribing stations the ability to monitor 
how their non-subscribing competitors are performing.
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FunnyTweeter.com

I want to be more optimistic 
about aging, but my 5-year-
old just found out I am 30 

today and now she’s claiming 
the jewelry she wants to have 

when I’m dead.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

OUTLOOK: HOLIDAY E-COMMERCE TO SURGE
  Retailers are bracing for a softer holiday season due to the 
pandemic, eMarketer says. They will see, however, a major 
shift to e-commerce this holiday season.
  U.S. consumers will spend $190.47 billion this year on 
holiday e-commerce purchases, up 35.8% and representing 
an incremental $50 billion in sales versus 2019, the research 
firm says. In-store holiday sales will decline by 4.7% to 
$822.79 million. But online gains will entirely make up for 
these losses, resulting in growth of 0.9% for total holiday 
season sales, to $1.013 trillion. (Note: eMarketer defines 
holiday season sales as those occurring 
in November and December.)
  The Cyber Five promotional period 
— Thanksgiving Day through Cyber 
Monday — will continue gaining share 
of the total holiday e-commerce pie, 
rising slightly this year to capture 20.5%. 
eMarketer forecasts that Cyber Five 
e-commerce sales in the U.S. will bring in 
$39.1 billion in 2020, up 39.6% from 2019.
  Within the Cyber Five period, there will 
be some record-breaking days. It begins 
with Thanksgiving, which the firm says will see a dramatic 
increase in sales of 49.5%, reaching $6.18 billion. With most 
big-box retailers keeping their doors closed on Thanksgiving, 
eMarketer anticipates shopping will move to mobile, making 
it the ultimate day for “couch commerce.”
  Black Friday will experience its first-ever $10 billion 
spending day, rising 39.4% year over year. The Cyber Five 
period will be capped off with record-setting sales on Cyber 
Monday, which eMarketer forecasts will rise 38.3% to $12.89 
billion — once again landing as the top online spending day 
of the year.

WORLD SERIES TV AUDIENCE HITS RECORD LOW
  The Los Angeles Dodgers’ first World Series win since 
1988 delivered the smallest TV audience in the history of the 
Fall Classic.
  The Dodgers’ 4-2 win over the Tampa Bay Rays on Tuesday 
had an average audience of 12.6 million viewers on Fox, 
according to Nielsen data. The six-game series averaged 
9.8 million, which is an all-time low.
  Another 320,000 watched the clincher on streaming 
platforms and around 500,000 tuned in on Fox Sports’ 
Spanish language channel.
  The previous TV audience low for a series was 12.6 million 
viewers for the San Francisco Giants’ four-game sweep 
over the Detroit Tigers in 2012.
  The 2020 series is down 30% from last year’s matchup, 
where an average audience of 13.9 million viewers watched 
the Washington Nationals defeat the Houston Astros in 
seven games.
  The Major League Baseball season was shortened to 60 
games because of the COVID-19 pandemic and delivered 
strong ratings when play began in late July.
  In Los Angeles, the deciding game was watched by 27.5% 
of the television homes in the market.
  Other major sports events have seen audience declines this 
year as the pandemic has wreaked havoc with scheduling. 
The NBA Finals hit an all-time ratings low as they were 
played in October instead of its usual June slot.


