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FORD THE ONLY U.S. BRAND TO LEAD SEGMENT
  Brand loyalty is increasing among new-vehicle buyers, 
fueled by the current vehicle shortage, J.D. Power said in 
a study released yesterday.
  For the first time, the firm broke its loyalty study into five 
segment categories — including premium car, premium 
SUV, mass-market car, mass-market SUV and truck.
  A company’s loyalty score is the percentage of new-car 
buyers who return to the same brand when trading their 
old vehicle, and was measured from transaction data from 
September 2021 through August 2022.
  Among the segment leaders, foreign brands had the 
highest brand loyalty. Notable among them was Toyota, 
which ranked first in both the mass-market car brands and 
mass-market SUV brands segment with 62.2% and 63.6% 
return rate, respectively.
  In the mass-market SUV segment, fellow Japanese 
brand Subaru came in a close second with 62.6%. South 
Korean brand Kia was a less competitive second-place 
finisher in the mass-market car segment, with a rate of 
54.1%.
  While Japan owned the mass market, Germany topped 
the premium market. Porsche took the top spot among 
premium car brands with a 57.4% 
loyalty rate. BMW, another German 
brand, had the highest return rate of 
premium SUV brands, clocking in at 
58.6%.
  The sole domestic automaker to take a segment was 
Ford, which posted the highest loyalty rate among truck 
brands with 63.8% — the highest in the study.
  Because the study was redesigned in 2022, comparing 
this year’s loyalty rates to those of the last study is not 
an apples-to-apples situation. However, there are clear 
upticks in loyalty rates among the top brands:
•  Toyota saw a 1.1 percentage-point jump from its 
mass-market rating a year ago in its mass-market car 
segment. The SUV segment jumped even more, by 2.5 
percentage points, from 2021’s mass-market average.
•  Subaru, beat out by Toyota despite holding the 
mass-market crown last year, is also rising. In the SUV 
segment, the brand’s rate rose by 0.8 
percentage points.
•  Premium brands arguably saw 
the biggest climb on average. 
Porsche saw a 7.2 percentage-point 
uptick, and BMW saw an even 13 
percentage-point increase.
•  The largest jump from a brand’s 
2021 mass-market average came 
from America’s sole loyalty champion. 
Ford jumped 9.9 percentage points 
from its previous rating.
  J.D. Power said many of the upticks 
are due to the new-vehicle shortage.

JAPANESE, GERMAN AUTO BRANDS TOP LOYALTY STUDY 
ADVERTISER NEWS
  The 2023 Nissan Ariya compact crossover, Nissan 
Motor’s first new electric vehicle in more than a decade, 
arrives in late fall. The Ariya will start at $44,485, with the 
top variant beginning at $61,485. All prices include a $1,295 
shipping charge. The Japan-made Ariya will not qualify for 
a $7,500 federal EV tax credit under new eligibility rules at 
launch. Automakers must now assemble EVs and plug-in 
hybrids in North America to qualify... Ford Motor is investing 
$700 million at its sprawling truck factory in Louisville, Ky., 
and adding 500 workers to help build a redesigned version of 
its largest F-Series pickups. The investment will be used to 
outfit the plant with new machinery and hire workers to install 
new features in the F-Series Super Duty truck, according to 
the company… BMW’s lineup is getting a new high-powered 
halo model for an electrified age. The XM plug-in hybrid SUV 
is the first standalone vehicle from the M performance brand 
since the BMW M1 launched five decades ago. It will be 
assembled at BMW’s U.S. factory in South Carolina, with 
deliveries beginning early next year. But it won’t come cheap: 
pricing starts at $159,995, including shipping… Amazon is 
testing a “pinch-grasping” robotic arm that replicates some 
capabilities of the human hand and can pick and pack more 

than 1,000 items per hour. The robot 
uses cameras to identify items and 
relies on machine learning to figure 
out how to best pick them up… J.C. 
Penney is strengthening loyalty among 

shoppers who have provided their email addresses by 
sending them quizzes and rewarding those who complete 
the surveys with points that can be applied toward purchases. 
The retailer says some quizzes have yielded 80% and higher 
completion rates, in addition to providing customer insight 
that transactional data can’t provide… Texas supermarket 
chain H.E. Butt Grocery drew long lines of shoppers over 
the weekend with the opening of its first store in the Dallas-
Fort Worth market, The Dallas Morning News reports. The 
store created 750 jobs and reported that its True Texas 
BBQ restaurant served up about 1,000 pounds of brisket on
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THE 10 BUSIEST DAYS OF THE HOLIDAY SEASON...
  Christmas falls on a Sunday this year, which will affect 
holiday shopping patterns. That’s according to Sensormatic 
Solutions’ predictions for the top busiest shopping days of 
the 2022 holiday season.
  With the holiday occurring on a Sunday and most stores 
closing early the day before, Saturday, Dec. 17 is likely to be 
the busiest shopping day in all of December.
  “The last time this happened was in 2016, and if that’s any 
indication of what will happen this year, retailers can expect 
bigger crowds and higher-than-normal demand on this day 
than they might have in other years,” 
said Brian Field, global leader of retail 
consulting and analytics at Sensormatic 
Solutions. “They’ll need to plan their 
approach accordingly.”
  Black Friday (Nov. 25) once again tops 
the list of the 10 busiest holiday shopping 
days, which, on average,  account for 
approximately 40% of all holiday retail 
traffic. It’s followed this year by Friday, 
Dec. 23, and Monday, Dec. 26.
  Other busy days include Saturday, Dec. 
17 (Super Saturday); Saturday, Nov. 26 (Saturday after Black 
Friday); Saturday, Dec. (second Saturday in December); 
Thursday, Dec. 22 (Thursday before Christmas); Saturday, 
Dec. 3 (first Saturday in December); Sunday, Dec. 18 (Sunday 
before Christmas); and Wednesday, Dec. 21 (Wednesday 
before Christmas).
  Retailers, however, could see  even larger numbers this 
year as high gas prices are expected to create more 
shopping intensity on the busiest days as shoppers make 
fewer individual trips, advised Sensormatic.

CONSUMER ATTITUDES IMPROVED IN SEPTEMBER
  Consumers’ moods about the economy improved in 
September while a jump in new-home sales and a decline 
in orders for long-lasting goods offered a mixed picture of 
demand at the end of the summer.
  The consumer confidence index, which measures American 
attitudes toward jobs and the economy, rose in September 
for the second month in a row, in part driven by falling gas 
prices, The Conference Board said. The index, which rose 
in September to 108 from 103.6, had fallen earlier in the 
year as energy prices surged and the highest inflation in four 
decades weighed on the economy.
  “The improvement in confidence may bode well for 
consumer spending in the final months of 2022, but inflation 
and interest-rate hikes remain strong headwinds to growth 
in the short term,” said Lynn Franco, senior director of 
economic indicators at The Conference Board.
•  Meanwhile, measurements of demand for goods and 
new houses diverged in August, according to two Commerce 
Department reports.
  New orders for durable goods declined 0.2% to a seasonally 
adjusted $272.7 billion in August vs. the prior month. 
Excluding defense, new orders were down 0.9%. Orders fell 
a revised 0.1% in July.
  The Commerce Department also reported that sales of new 
single-family homes rose in August by 28.8% from the month 
before to a seasonally adjusted annual rate of 685,000, an 
indicator that demand is holding up in the housing market.
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Overall political ad spending 
will reach $9.7 billion by 

Election Day in November.

POLITICAL AD SPEND HAS ALREADY PASSED $6.4B
  The 2022 midterm elections are on track to be the most 
expensive ever as more than $6.4 billion is being poured 
into TV, radio and digital ads for U.S. House, Senate, 
gubernatorial and local races, according to nonpartisan ad 
tracker AdImpact and campaign finance data.
  Candidates and outside groups have spent almost $50 
million on midterm ads running on Facebook and Google 
alone over the last 30 days, according to data compiled by 
the companies.
  The more than $6.4 billion in ad spending already surpasses 

the 2018 and 2020 election cycles, 
according to AdImpact, which estimates 
that overall ad spending will hit $9.7 
billion by Election Day in November.
  The massive amount of spending on 
political ads throughout the 2022 election 
cycle reflects the urgency of both parties 
to gain power in Washington and across 
the U.S. Democrats control the House 
and Senate, but only by slim margins.
  The Senate is split 50-50 with Democrats 
having to rely on VP Kamala Harris for 

tie-breaking votes. Cook Political Report labels Senate 
seats held by Sens. Raphael Warnock (D-Ga.), Catherine 
Cortez Masto (D-Nev.) and Ron Johnson (R-Wis.) as toss-
ups. Democrats have a nine-seat majority in the House, with 
the Cook Political Report projecting 31 House seats being 
up for grabs.

SYNDICATION: NEW TALKERS HOLD THEIR OWN
  Jennifer Hudson and Sherri — syndication’s two major 
new talk entries — made their debuts Monday, Sept. 12, and 
tied at a 0.7 live-plus-same-day national household rating, 
according to Nielsen. Both shows air on Fox-owned stations 
in major markets.
  Warner Bros.’s Jennifer Hudson took over time periods 
formerly occupied by Debmar-Mercury’s canceled Nick 
Cannon in many Fox-owned markets and outperformed that 
show’s 0.4 debut by 75%.
  Debmar-Mercury’s Sherri, hosted by Sherri Shepherd, 
debuted 13% below the show it replaced, Debmar-Mercury’s 
Wendy Williams, which opened last year at a 0.8. Last 
year at this time, the season premiere of Wendy Williams 
was delayed with the host on medical leave. Williams never 
returned, leading to a year of guest hosts — including 
Shepherd — and then to Wendy Williams’s cancellation.

OPENAP’s IDENTITY GRAPH INKS DEALS WITH SSPs
  OpenAP, the advanced advertising company owned 
by major U.S. TV network groups, has made deals for its 
identity graph, Open ID, to work with three big programmatic 
supply side platforms — FreeWheel, Magnite and Xandr’s 
Monetize SSP.
  Advertisers can now see unified campaign cross-platform 
results — including deduplicated reach and cross-platform 
frequency of media buys — across three sell-side platforms.
  An identity graph typically provides a single view of customers 
interactions (and potential customers) with products and 
services across devices and identifiers. Marketers have 
been concerned about comparing different audiences amid 
expanding media fragmentation.
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SCENTED CANDLES A BRANDED MERCH FAVORITE
  Texas Roadhouse is now offering Honey Cinnamon Butter 
candles, joining a growing number of chains that apparently 
smell success in branded merchandise.
  Nation’s Restaurant News reports the Louisville, Ky.-
based casual-dining chain turned its signature item into a 
limited-edition candle and began offering it last week along 
with other merchandise, which ranges from peanut brittle 
and socks to baby onesies and bottle-opener keychains.
  Texas Roadhouse house joins companies that range from 
Shake Shack, with its burger and fries duo candles from 

Apotheke, and Whataburger, with spicy 
ketchup candles among items that have 
been offered in its Whatastore.
  International Dairy Queen has a wide 
variety of merchandise at its online store 
and McDonald’s offers journals and pool 
floats at its store.
  While now apparently out of stock, KFC 
introduced its Jack Harlow Meal in June 
with limited-time branded hoodies and T 
shirts.
  Texas Roadhouse’s Honey Butter 

Cinnamon candle is 13 ounces and sells for $12. The 
company says it burns for about 50 hours.

ADVERTISER NEWS
(Continued from Page 1)
its first day... Academy Sports + Outdoors has expanded 
its footprint in the Bluegrass State. The sporting goods and 
outdoor recreation retailer has opened its first location in 
Lexington, Ky. At approximately 80,000 square feet, it is 
Academy’s sixth store in Kentucky. The Lexington outpost 
is the fifth of nine new stores Academy expects to open this 
year... Five Below is the latest retailer to provide a popular 
omnichannel shopping feature. The tween and teen extreme-
value retailer is offering customers nationwide the option 
to buy online and pick up orders in-store (BOPIS). At all of 
Five Below’s more than 1,250 U.S. stores, this new buying 
option applies to the entire $1-5 extreme value assortment of 
products including games, tech, arts & crafts, candy, snacks, 
and beauty; as well as the company’s “Five Beyond” premium 
section with slightly higher prices. In December 2020, Five 
Below began partnering with Instacart. After testing the 
online delivery service at 400 stores, Five Below is now 
offering Instacart delivery of digital orders at most locations.
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I had a health scare, but it 
was just someone putting 

a salad in front of me.

SAMBA TV: 46% OF NETFLIX SUBS OPEN TO AD TIER
  A new survey found that nearly half of all current Netflix 
subscribers would consider shifting to an ad-supported 
model once it becomes available.
  New data from 2,500 respondents (1,300 non-Netflix subs) 
in a new Samba TV/Harris X online survey from Aug. 29-
Sept. 1 found that 46% of Netflix subscribers might shift to an 
ad-supported model. Key to the SVOD pioneer is where those 
ad-supported subs will come from. The survey included 782 
millennials, 202 Gen Z, and 1,645 adults who are parents.
  Samba found that 92% of non-Netflix users now watch 
ad-supported streaming platforms. This 
demo represents younger consumers 
(33% under 35) open to ads.
  The percentage of current Netflix users 
who would consider shifting to an ad-
supported model grows to 51% should 
the service be free with a maximum of five 
minutes of ads per hour of programming.
  Samba contends that five minutes of 
commercials per hour is the maximum 
threshold of ads most subscribers are 
willing to consider. Double the ad minutes, 
and consumer interest drops below a third.
  Netflix is set to launch a lower-priced ad-supported 
subscription option before the end of the year.

HUB: SMART-TVs TAKE ON BIGGER ROLE AT HOME
  More smart-TVs are in homes and more are being used for 
streaming, according to Hub Intel.
  Although the growth of smart-TVs as a proportion of all 
homes is slowing down — as happens when any TV device 
reaches mainstream adoption — Hub found smart-TVs as a 
proportion of all TV sets keeps growing, indicating consumers 
aren’t just adding smart-TVs but replacing older TVs.
  Another area of growth for smart-TVs is the proportion of 
owners who actually have them connected to their home 
internet and using them to stream video, according to 
Hub. As connections and interfaces have become easier, 
consumers of all ages are increasingly activating smart-TVs, 
the research found.
  As a result, a new battle to be the middleman between 
content providers and the viewer has erupted between the 
OEMs (original equipment manufacturers), according to 
Hub. With two clear leaders — Samsung and Roku — the 
remaining OEMs may need to decide if they will keep their 
smaller-share, homegrown platforms or throw their lot in with 
one of the big licensees (Roku, Fire TV or Android TV), the 
research firm noted.

THIS AND THAT
  Retail toy sales grew 14.2% last year and 20.6% in 2020, 
fueled by pandemic-era demand. While toy companies aren’t 
expecting a similar spike this year, they are predicting a solid 
holiday season, according to NPD Group. “Retailers are 
buying about the same from us as last year, but that’s still 
at a high level after the big spikes in 2020 and 2021,” said 
Brian Turtle, national sales director at board game company 
Goliath... New data from Parks Associates estimates that 
more than 35 million U.S. internet households are interested 
in subscribing to a cloud-based gaming service, with demand 
growing to nearly 39 million households by 2024.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


