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INVENTORY WOES WEIGH ON TOYOTA’S RESULTS 
  Toyota Motor, Honda, Hyundai, Subaru and Mazda 
posted lower U.S. sales last month as some quirks in 
the reporting calendar and ongoing challenges from 
the pandemic disrupted the industry’s steady rebound, 
Automotive News reports.
  Sales among automakers that reported yesterday ranged 
from a gain of 13% to a decline of 23% in a month that 
was heavy with “yeah, buts.” High among them was the fact 
that in August 2019, sales over the Labor 
Day weekend were counted as part of the 
August tally. This year, they will belong to 
the September record. In addition, there 
were two fewer selling days last month than 
in the year-earlier period.
  Volume dropped 23% at Toyota, reflecting 
ongoing inventory shortages, with sales 
down 25% at the Toyota division and 9.5% at Lexus. 
Overall, Toyota Motor said car deliveries fell 27% and light-
truck demand dropped 21%.
  For the second straight month, American Honda reported 
an 11% decline in U.S. volume, with August sales off 13% 
at the Honda division but up 2.5% at Acura. Overall, car 
deliveries dropped 18% and light-truck demand dropped 
5.6%, the company said.
  At Hyundai, volume fell 8%, ending a brief, one-month run 
in the winning column. Crossover deliveries rose 6% while 
car demand skidded 27%, Hyundai said. In July, Hyundai’s 
sales advanced less than 1% as the company recorded its 
first monthly increase since February.
  The automaker continues to benefit from strong retail 
demand for crossovers, notably for newer models such 
as the Palisade and Kona, in another sign the market is 
bouncing back from the worst of the coronavirus outbreak.
 Retail sales slipped 2%, Hyundai said, while fleet deliveries 
dropped 63%, representing just 4% of August volume.
  “Despite a down market, our SUVs continue to drive sales 
and deliver results for us and our dealers,” said Randy 
Parker, vice president for national sales at Hyundai Motor 
America.
  Subaru, another brand hobbled by tight supplies and what 
it called uncertainty surrounding the 
economic recovery, said deliveries 
slipped 17% last month, its second-
smallest decline of the year. The 
brand’s August tally of 57,885 marks 
a high for the year.
  Volume dropped 6.1% at Kia, the 
brand’s second-smallest decline this 
year after a 1.7% dip in July. At Mazda, 
volume dropped 5.1% in August, with 
car demand off 29%, and crossover 
volume rising 3.3%, largely behind the

(Continued on Page 3)

TOYOTA, HONDA, HYUNDAI SALES DECLINE IN AUGUST
ADVERTISER NEWS
  Consumers already appear to be gearing up to get outside 
this winter, with the coronavirus shutting gyms and severe-
ly limiting indoor activities. Sales of bikes and boats have 
been strong in the spring and summer, but now shoppers 
are stocking up on flannel, fleece and boots to keep warm 
when temperatures drop, L.L. Bean CEO Stephen Smith 
tells CNBC. L.L. Bean, headquartered in Freeport, Maine, 
isn’t the only retailer reaping the benefits of more people try-

ing to get outdoors. Dick’s Sporting Goods’ 
online sales surged 194% during the latest 
quarter, as more people bought sneakers, 
athletic apparel, kayaks and camping ac-
cessories. Bike sales are soaring at retail-
ers across the board, up 75% in March and 
April, according to data from NPD Group... A 
lawsuit filed by 52 Black former franchisees 

of McDonald’s charges the fast-food operator with steering 
them to crime-ridden locations with low volume sales and 
high security and insurance costs. The franchisees also al-
lege that, as a result, McDonald’s denied them financial help 
extended to white franchisees. McDonald’s issued a state-
ment denying the charges in the suit… Amazon is opening a 
new Whole Foods store in Brooklyn, but it won’t be open to 
the public. In a first for the company, the Whole Foods store 
will be permanently online only, charged with fulfilling online 
grocery orders for customers in the Brooklyn area, Amazon 
announced yesterday. The store is located in Brooklyn’s 
Sunset Park neighborhood. Amazon said it hired hundreds 
of new employees who will be “100% dedicated to facilitat-
ing grocery delivery” at the store... Talks to find a buyer for 
J.C. Penney have hit a “stalemate,” and time is running out 
to keep the department store chain alive, according to the 
company’s attorney. Discussions with three potential bid-
ders, including the mall owners Simon Property Group and 
Brookfield, had been underway and could possibly keep 
hundreds of stores open for business. But to avoid liquidation 
before time is up, Penney’s top lenders, including H/2 Capi-
tal Partners, are now set to make a credit bid to own the

(Continued on Page 3)
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AVAILS
  KMBC-TV, Hearst Television’s ABC affiliate in Kansas 
City, has an opening for an experienced Account 
Executive. We’re looking for 
an AE who is highly motivated, can 
grow revenue on existing accounts 
and secure new advertisers to the 
station. Ideal candidate will have strong business development 
experience and the ability to effectively negotiate. If you 
have a proven track record of producing revenue on multiple 
platforms, click HERE to apply. EOE.

  KTWO has an opening for a full-time on-
air Broadcast Meteorologist. A degree 
in meteorology or plans on continuing 
education in meteorology is strongly 
preferred. Candidate must possess 
a strong passion for forecasting in a 
region with often unpredictable weather 
in all four seasons. We forecast weather 
for the entire state, and with the vast 
geographic area and diverse terrain it can 
be quite a challenge. Send resume and 
other info to: jobs@frontrangetelevision.

com. When applying, please include a link to your reel in your 
resume. EOE.

See your ad here tomorrow! CLICK HERE for details.

REPORT: COVID, DIGITAL RESHAPE CONSUMERS
  If you’re sick of hearing about “the new normal,” brace 
yourself: They’re already talking about the next normal. And 
according to a recent McKinsey report, it’s likely to be very 
different, with more Americans migrating online for work, 
school, entertainment and even grocery shopping.
  “Consumer behavior has changed radically in response to 
the COVID-19 lockdown,” the report says. “Understanding 
which changes are likely to stick will help companies plan for 
the recovery.”
  McKinsey believes “the period of contagion, self-isolation, 
and economic uncertainty will change the way consumers 
behave, in some cases for years to come,” and that these 
changes will be reflected “across every aspect of their lives.”
  Among the key projections: The economic impact will last 
well into this decade: “Personal disposable income is not 
expected to recover until Q2 2024,” the report says.
  What we buy has also changed. People are also spending 
on different things since the onset of the pandemic, focusing 
on essentials, “fewer cosmetics and more flour,” and buying 
from “global A-brands” instead of local or boutique vendors.
  COVID-19 has aided what McKinsey sees as a long-term 
shift from brick-and-mortar retail. “After years of growth, out-
of-home consumption has almost disappeared,” the report 
says. “Many of us have stopped going to stores entirely.”
  Home, school and workplace have merged into one for more 
and more Americans, and people are changing the way they 
source and use media and entertainment content.
  Zoom’s daily user base grew from 10 million people to 200 
million in three months, according to McKinsey, with remote 
learning up 120%. The shift “has blurred the lines between 
learning and leisure,” McKinsey says. People are spending 
more time — yet less money — on entertainment at home 
and may be slow to return to theaters and sports arenas.

AT&T EXPLORES POTENTIAL SALE OF XANDR
  AT&T is exploring the potential sale of its digital advertising 
operations, a sign the telecommunications company is 
curbing its ambitions to become a force on Madison Avenue, 
people familiar with the matter tell The Wall Street Journal.
  AT&T acquired the biggest component of those operations, 
AppNexus, for about $1.6 billion in 2018 under a plan to 
challenge heavyweights such as Google owner Alphabet 
for a piece of the multibillion-dollar digital ad marketplace. 
Executives planned to expand the business into a leading 
exchange for TV ads as the medium moved to online 
streaming services.
  Discussions are at an early stage and 
may not ultimately result in a sale, which 
is unlikely to fetch more than the amount 
AT&T paid for AppNexus in 2018, the 
people said.
  After bulking up with large acquisitions, 
the media-and-telecom conglomerate is 
exploring alternatives for several of its 
assets to bolster its debt-laden balance 
sheet, some of the people said. The 
Journal earlier reported that AT&T is 
discussing selling most of its shrinking DirecTV satellite 
business with private-equity firms.
  AppNexus operates one of the largest online ad 
exchanges, automated marketplaces that allow advertisers 
to buy space across thousands of websites, targeting their 
desired audiences. AT&T executives hoped to appeal 
to marketers by combining the unit with TV ad space on 
channels such as TNT and CNN as well as its data about 
wireless subscribers.

WALMART TO LAUNCH MEMBERSHIP PROGRAM
  Walmart will launch its much-anticipated membership 
program on Sept. 15, looking to build on the strength of its 
grocery business and customers’ desire for more convenient 
ways to shop, CNBC reports.
  The subscription service, however, is notable for what it 
won’t include. It won’t have the feature that its rival, Amazon 
Prime, touts: free shipping for every item.
  Walmart+ members will get unlimited free delivery, 
discounts of as much as 5 cents a gallon for fuel and 
access to a Scan & Go app that allows shoppers to skip the 
checkout line. But they will still have to meet a $35 minimum 
for each online order to avoid shipping fees, or to qualify 
for grocery delivery to their door. It will cost $98 a year, or 
$12.95 a month.
  Amazon Prime costs $119 a year, or $12.99 a month, 
and includes free two-day shipping and some same-day 
shipping, without a minimum. Grocery delivery through 
Amazon Fresh is free, if customers meet a $35 minimum 
and are in eligible areas. It also includes its ad-free music 
service and video streaming service, with a large library 
of TV shows and movies. Customers can also get some 
discounts at Whole Foods.
  Chief Customer Officer Janey Whiteside said the company 
wants to deepen loyalty among those who already shop at 
its more than 4,700 U.S. stores and on its website.
  “This is about really doubling down with the customers we 
have and getting more share of wallet and more share of 
mind,” she said Monday.
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TOYOTA, OTHERS SEE AUGUST SALES DECLINE
(Continued from Page 1)
new CX-30.
  Among other luxury brands, Volvo sales rose for the third 
consecutive month, with August volume rising 13%. It is the 
brand’s second-best showing of the year after an 18% gain 
in February. Genesis, which remains solely dependent 
on cars until the GV80 crossover hits showrooms this fall, 
posted a 23% decline.
  The seasonally adjusted sales rate, based on ALG, LMC 
and Cox Automotive forecasts, was expected to continue 

to rebound, rising to about 15 million in 
August from 14.53 million in July. That 
would still be down from the rate of 17.1 
million in August of 2019.
  The SAAR has increased every month 
since plunging to 8.66 million in April.
  Toyota, Lexus and BMW each had less 
than a 40-day supply of vehicles in late 
August, far below the current industry 
average of 60, Cox Automotive said. 
Nearly 45% of all new vehicles sold in 
August will spend fewer than 20 days on 

dealer lots, up from 35% last year, J.D. Power estimates.
  Average incentives fell to $4,105 last month from $4,154 
in August 2019, J.D. Power said. ALG estimates incentives 
last month rose 5% to $3,902 from $3,716 in August 2019.

ADVERTISER NEWS
(Continued from Page 1)
retailer as a stand-alone company, attorney Joshua Suss-
berg of Kirkland & Ellis said Monday... Data indicating that 
small business owners are increasingly pessimistic about 
the coronavirus shows the need for continued economic 
stimulus measures, National Retail Federation Chief 
Economist Jack Kleinhenz said yesterday. “The corona-
virus continues as a shock to America’s small employers,” 
Kleinhenz said. “Small businesses are the backbone of 
American ingenuity and impact local economies in cities 
and towns across the country, but responses to recent sur-
veys highlight the fragility of many small business enter-
prises and the importance of the need for well-tailored eco-
nomic policy.” Kleinhenz’s remarks came in the September 
issue of NRF’s Monthly Economic Review, which cited a 
new survey created by the Census Bureau to measure the 
impact of COVID-19 on small businesses.
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MONDAY NIELSEN RATINGS - LIVE + SAME DAY

AD-SUPPORTED, LOCAL TV STREAMER LAUNCHES
  As TV stations expand their advertising efforts with OTT 
businesses, a new, free, ad-supported premium streaming 
service — VUit, pronounced “view it” — has launched with 
a number of TV station groups as partners, Television 
News Daily reports.
  Station groups that have signed on represent a collective 
200 television stations owned by Gray Television, Meredith 
Corp., Cowles Media Company,  Heritage Broadcasting 
Group, and Morgan Murphy Media.
  The station groups have committed to producing at least 
12 live events a year — sports, concerts, 
cultural events, and news specials, 
yielding at a minimum nearly 2,500 “VUit 
Originals” per year.
  VUit is available on streaming platforms 
including iOS and Android devices, 
Roku, Amazon Fire TV and AppleTV.
  Syncback, the OTT video platform 
which is the technology company behind 
VUit, says the VUit platform will allow TV 
stations groups to sell advertising using 
Syncbak’s proprietary live DAI (dynamic 
ad insertion) technology adSync. 
  Previously, Syncbak launched local news OTT platform 
SBTV. Syncbak delivers live local broadcast TV station 
signals on Hulu, CBS All Access and Fubo, as well as 
other streaming players.
  Other big TV station groups have started their own 
individual OTT advertising-supported platforms — including 
Sinclair Broadcast Group (STIRR), Nexstar Media 
Group (Nexstar Digital) and Tegna (Premion).

STUDY: BACK-TO-SCHOOL SHOPPING IS ON
  The back-to-school season isn’t going to be as strong as it 
was last year, when August store visits rose 5.1% at Target, 
3.7% at Best Buy and 2.5% at Walmart. But recent footfall 
analysis from location analytics firm Placer.ai suggests it is 
nevertheless set to come to the aid of retailers, Retail Dive 
reports.
  Back-to-school shoppers are showing up after all, as those 
chains, along with office supply retailers Staples and Office 
Depot (where visits declined last year) saw foot traffic pick 
up during the last week of July and continue into August, 
according to Placer.ai’s report.
  Walmart’s 4.5% year-over-year increase in time spent in 
stores suggests customers are getting their errands done in 
one place, Placer.ai said.

COMCAST HOMES INCREASED TV USE IN Q2
  Comcast households spent 15 more minutes with 
television per day during the coronavirus-infected second 
quarter of 2020 than they did the year before, according to 
a new report from Comcast’s Effectv advertising unit.
  The gains came from cable (up 12 minutes), broadcast (up 
5 minutes) and DVR/VOD usage (up 3 minutes).
  While cord-cutting has reduced the number of Comcast TV 
households, Effectv said they consumed 8.5 billion hours of 
TV in the quarter, an increase of 17 hours per household.
  On the household level, time spent with TV has increased 
over the eight quarters of measured data in those Comcast 
subscriber homes.


