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BUT ONLINE DELIVERY KEEPS GAINING TRACTION
  Despite concerns about COVID-19, nearly two-thirds of U.S. 
grocery shoppers still prefer to make purchases in physical 
stores, according to a survey by business news website The 
Manifest.
  Of 501 U.S. adults polled in late July, 62% said they have 
favored buying groceries in person at the store over the past 
three months. At the same time, however, nearly one-quarter 
(22%) said they used contactless services such as online 
grocery delivery and pickup.
  “People continue to shop in grocery stores, but they limit 
how frequently they shop each month by stocking up on 
more items at one time,” The Manifest said 
in its research report.
  Indeed, the study found consumers are 
spending more on groceries during the 
pandemic. Though 47% said their spending 
hasn’t changed, 38% reported shelling out 
more. Only 15% indicated a decline.
  Among those using online grocery services, 
delivery holds a slight edge. Twelve percent 
said they use delivery versus 10% using pickup. On the 
delivery side, that percentage represents a more than tripling 
of the share of U.S. grocery shoppers using that service.
  “While only 12% of people have used grocery delivery 
services during the pandemic, this change still indicates 
a significant uptick in the popularity of grocery delivery 
services,” The Manifest noted.
  With many people seeking safer ways to buy groceries, 
they’re also recognizing the convenience offered by online 
services. More than half (52%) cited time savings as the 
main draw of grocery delivery, followed by safety (11%), no 
parking or fuel expenses (10%), personalized order history 
(7%), bulk ordering (4%) and online discounts (4%).
  “As people switch to using grocery delivery services, they 
consider the benefits: an on-demand service versus traveling 
to a grocery store,” The Manifest explained. “Saving time can 
be a major asset to a busy consumer. Ordering groceries 
online allows people to search for items quickly, select the 
type of food they want and order it to their home at a time 
that works best for them. Using the past-order history button 
can also make reordering groceries easier than scanning the 
aisles for individual items.”
  Still, as more people have used online grocery services, 
they’ve encountered some pitfalls, such as added expense 
from delivery and service fees, unacceptable produce and 
inconvenient delivery/pickup times. Twenty-two percent of 
grocery shoppers polled by The Manifest named fees as the 
top challenge in online grocery, followed by produce quality 
(17%), drop-off times (11%), customer service issues (10%), 
waste (9%) and data security (5%).
  “The majority of people still shop in physical stores to buy 
groceries, which indicates that delivery services have room 
to improve, such as with fees and produce quality,” The 
Manifest said in its report.

SURVEY: SHOPPERS STILL PREFER THE GROCERY STORE 
ADVERTISER NEWS
  Dick’s Sporting Goods reported a 20.7% increase in 
same-store sales as consumers looked to purchase fitness 
and outdoor products while being forced to stay at home 
due to the novel coronavirus pandemic. The retailer’s online 
business jumped 194% and earnings per share were up 
155%, both quarterly improvement records over the same 
period in 2019... Bed Bath & Beyond will eliminate 2,800 
jobs under a plan to cut costs and streamline operations 
amid deepening challenges for brick-and-mortar retailers. 
The “significant workforce reduction” will begin immediate-
ly, affecting corporate headquarters and retail stores, the 

home-goods retailer said. Along with previ-
ously announced restructuring actions, the 
latest effort will result in as much as $150 
million in annual pretax cost savings, the 
company said... The Children’s Place saw 
its online sales improve 118% in Q2, but it 
was not enough to offset sales lost due to 
pandemic-related store closures. The big-
gest hit the company is likely to take is a 

decrease in sales as many of the nation’s children continue 
to go to school remotely... Best Buy faces plenty of un-
certainty with the coronavirus pandemic, but CEO Corie 
Barry said the retailer is certain that customer preferences 
have permanently changed. On a call with reporters this 
week, she said the dramatic shift toward online shopping 
has sparked experimentation at its stores and inspired a 
new pilot. Next month, Barry said Best Buy will start testing 
a ship-from-store hub model. About 250 stores — about a 
quarter of its approximately 1,000 stores — will be specially 
designated to handle a higher volume of packages, though 
all stores ship online orders... Madewell has expanded its 
Insider loyalty program to include points for every dollar 
customers spend. Customers will earn one point for every 
dollar they spend and receive a $10 reward for every 250 
points earned. Insider members can also access free lim-
ited edition products and special events and earn twice as 
many points on jeans and products tied to charities, per 
a statement from the company. Participants also get free 
personalization and shipping on purchases… German hard 
discount grocer Lidl is accelerating its U.S. growth strategy 
with plans to open 50 new stores by the end of 2021. Ar-
lington, Va.-based Lidl US said it will invest more than $500 
million to open the new stores, earmarked for its current 
nine-state footprint of Delaware, Georgia, Maryland, New 
Jersey, New York, North Carolina, Pennsylvania, South 
Carolina and Virginia. The company said the expansion 
plan will create about 2,000 new jobs overall… Walmart 
will stage a free, three-day online health care event start-
ing tomorrow to help people who may have postponed rou-
tine health visits because of the pandemic. Dr. Tom Van 
Gilder, Walmart’s chief medical officer, says the goal of 
Walmart Wellness Live is to “empower every American to 
take small steps to maximize their health from home.”
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AVAILS
  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.

  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.

  WKCF, Hearst’s CW affiliate, has an opening for a superstar 
multi-platform seller to join the team in sunny Orlando! 
With 6.5 hours daily of local news and 
high-profile programs like The Goldbergs, 
Mom and Whose Line Is It Anyway?, we 
have some of the top programming in our 
market. If you are highly driven and looking for a lucrative 
compensation plan based on results, please contact Sam 
Johnson at sjohnson@hearst.com or apply HERE.

See your ad here tomorrow! CLICK HERE for details.

MAGNA TOPS J.D. POWER SEAT QUALITY STUDY
  Canadian auto supplier Magna International makes some 
of the best seats in the industry, according to the J.D. Power 
2020 U.S. Seat Quality and Satisfaction Study.
  Magna finished an industry-leading first in three of seven 
categories, and second in a fourth. Lear Corporation and 
Bridgewater Interiors each won a pair of categories.
  Magna earned top spot in the mass-market compact 
SUV segment for its seats in the Ontario-made Chevrolet 
Equinox; finished first in the luxury car division for seating 
in the BMW Z4; and topped the luxury SUV category with 
its seats in the BMW X6. Its seating in the Ford Edge, also 
built in Ontario, finished second behind Bridgewater’s Honda 
Pilot seats in the mass-market midsize/large SUV category.

DURABLE GOODS ORDERS RISE 11.2% IN JULY
  Orders for long-lasting factory goods rose for a third straight 
month in July as manufacturers boosted output and the 
economy continued its climb back from disruptions related to 
the coronavirus pandemic.
  New orders for durable goods — products designed to 
last at least three years — increased 11.2% in July from the 
previous month, the Commerce Department reported.
  Orders for military aircraft and motor vehicles led the 
gains, pushing new orders for transportation equipment up 
35.6% from a month earlier. Excluding the often volatile 
transportation category, orders rose a more moderate 2.4%.

GOP CONVENTION DAY 2 DRAWS 19.4M VIEWERS
  The second day of the Republican National Convention 
drew 19.4 million viewers Tuesday, down 2% from 19.7 
million four years ago, according to Nielsen.
  On Monday, the Republicans attracted 17 million viewers.
  Day 2 of the Democratic National Convention had 24.7 
million viewers a week ago.
  From 10 PM to 11:15 PM (ET), when 11 networks carried 
it live, the GOP events, including a speech by First Lady 
Melania Trump, registered a 12.2 household rating, up from 
Monday’s 10.7 rating and down from 12.7 in 2016.
  On the night, 1.1 million young viewers 
(age 18-45) tuned in, down from 1.5 million 
four years ago and 13.9 million viewers 
age 55 and up, up from 12.7 million.
  During the 10 PM (ET) hour, Fox News 
Channel drew 7.9 million total viewers, 
followed by NBC with 2.5 million viewers, 
CNN with 2.1 million viewers, ABC with 
2.1 million viewers, MSNBC with 1.9 
million viewers and CBS with 1.5 million 
viewers.
  Among adults 25-54, the demographic 
favored by news advertisers, Fox News had 1.6 million 
viewers, dominating NBC with 684,000 viewers, CNN with 
615,000 viewers, ABC with 561,000 viewers, CBS with 
362,000 viewers and MSNBC with 392,000 viewers.

XANDR INTROS PROGRAMMATIC POLITICAL BUYS
  Political and advocacy advertisers can now use the 
Xandr Invest platform to make programmatic ad buys 
through private marketplaces and set up messaging across 
WarnerMedia’s digital properties, MediaPost reports.
  WarnerMedia and Xandr, its advanced advertising unit, 
created a custom, multi-step creative approval process — 
including a manual creative review by the media company 
— to ensure political digital advertising’s compliance with 
Standards & Practices guidelines. 
  “Xandr has seen increased demand for flexible access to 
political inventory this election year across all screens — in 
premium, brand-safe environments,” stated Mike Welch, the 
newly named head of Xandr.
  “We’ve made a commitment to political buyers to expedite 
creative approvals to streamline campaigns, while meeting 
our rigorous compliance standards during this busy election 
season,” Welch added. “By enabling a secondary creative 
review within our platform, we are able to turn on political 
advertising programmatically in a safe and compliant manner 
across the WarnerMedia portfolio.”

THIS AND THAT
  Nielsen is creating a new senior cross-media executive 
position combining linear TV, advanced TV and digital video 
services, and promoting Scott Brown to the position as 
general manager of audience measurement. Previously, 
Brown was chief technology officer for Nielsen’s measurement 
products... Jeff Bezos’ net worth just crossed the $200 
billion mark, according to the Bloomberg Billionaires 
Index. Amazon has been one of the biggest beneficiaries 
of the coronavirus pandemic, as consumers turned to online 
retailers for essential goods. Bezos became the richest man 
in history in 2018 when his personal fortune hit $150 billion.
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Conan O’Brien

Can we agree? Anyone 
who’s ironed his clothes 
in the last four months 

is a psychopath.
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STUDY: ONLINE TV ‘HOME BASE’ FOR 50% OF U.S.
  Online TV sources — including subscription video-on-
demand services such as Netflix, free services such as 
Pluto TV, and Virtual MVPDs such as YouTube TV — are 
now the TV “home base” for half of all U.S. TV consumers, 
according to Hub’s annual Decoding the Default study.
  The study since 2015 has tracked the TV source that 
consumers consider their TV “home base”: the source they 
turn on first when they’re ready to watch.
  “We’ve seen a significant boost in streaming TV service 
subscriptions since the start of the pandemic in March of 

this year,” Peter Fondulas, principal at 
Hub and co-author of the study, said in a 
statement. “But perhaps more significant 
than the simple increase in online 
subscriptions is the profound shift in 
consumers’ viewing behaviors generally. 
Instead of reaching first for the cable 
remote when it comes time to watch TV, 
more and more consumers are defining 
TV viewing, first and foremost, as viewing 
on streaming services. Whether that shift 
persists once the pandemic crisis has 

passed is, of course, the billion-dollar question.”
  According to the study, 50% of respondents say an online 
service is the first source they turn on, up from 47% last year. 
Meanwhile, 42% say their first choice is viewing from the 
traditional TV set-top box (live viewing, DVR or VOD), down 
from 47%. (The remaining percentages each year default to 
viewing over-the-air, from an antenna.)

ACCOUNT ACTION
  Cox Automotive has awarded U.S. media planning and 
buying duties to Omnicom Media Group agency Hearts 
& Science after formal review, MediaPost reports. The 
client is the parent company of online car buying and selling 
marketplace Autotrader.com and Kelley Blue Book, which 
provides valuation estimates for used cars. The company also 
provides an array of B2B services to car dealerships globally 
including CRM and inventory management. Autotrader spent 
an estimated $90 million on measured media last year and 
Kelley Blue Book spent $35 million, according to Kantar.
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Marriage goals: I will die 
of mysterious causes and 
you will be the most feared 

widow in the village.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

NIELSEN: AVOD OUTPACING SVOD CONSUMPTION
  While SVOD giants Netflix, Amazon Prime Video, Hulu 
and Disney+ generate the headlines, ad-supported VOD 
is quietly tracking significant consumer appeal, Media Play 
News reports.
  Ad-supported streaming varieties offer consumers yet 
another video option amid a vastly fragmenting sea of choice. 
In addition to appealing to consumers who feel maxed with 
subscription services, ad-supported options may become 
more popular among cash-strapped consumers affected by 
rising unemployment brought on by the pandemic.
  New Nielsen data finds streaming 
consumption across all video options 
is up more than 74% from last year — 
accelerated by COVID-19 — underscoring 
the reality streaming video is the present 
and future of content creation. Streaming-
capable households spend 25% of their 
time streaming video content, suggesting 
the home entertainment distribution 
channels is gaining traction among older 
(55+) consumers.
  In terms of video streaming distribution, 
Netflix, Hulu, Amazon and YouTube maintain the lion’s 
share of the pie, with Disney+ already grabbing 4% after just 
coming to market in November 2019, according to Nielsen. 
Other distribution channels, however, account for nearly 
another 25% of total streaming distribution.
  The surge of SVOD platforms in 2020 has drawn a line in 
the sand about how many subscription services consumers 
are willing to pay for. Undoubtedly, the COVID-19 pandemic 
upended everyday (and night) routines, forcing households 
to seek out new ways to pass the time, and streaming came 
to the rescue.

TRUMP’S CAMPAIGN GOES DARK ON TV ADS
  President Trump is getting pummeled on the TV airwaves, 
alarming Republicans and prompting the president’s allies to 
plead for outside help.
  That’s according to Politico, which says August has been 
a blowout: Trump has been outspent on TV more than 2-to-1 
over the past month, according to Advertising Analytics. 
And in the past two weeks, former Vice President Joe Biden 
is outpacing the president more than 5-to-1.
  The shortfall comes at a pivotal moment in the campaign, 
with Biden essentially monopolizing TV advertising in key 
battlegrounds before the start of early voting. Trump has 
ceded the airwaves in Michigan and Pennsylvania, where 
he’s gone dark in August. In Wisconsin, Trump has been 
outgunned more than 8-to-1.
  The president is not slated to be on the airwaves anywhere 
during the final week of the month. The Trump campaign has 
seen its long-standing cash advantage over Biden dwindle to 
just about $20 million, according to the most recent financial 
disclosures, even as Biden pours money into commercials.
  Trump aides say they have decided to focus their spending on 
the post-Labor Day final stretch of the campaign and say they 
see little reason to advertise during the national conventions, 
which are receiving widespread coverage. Biden’s campaign 
spent $16 million on TV during his convention week, and is 
on track to spend more than $14 million during this week’s 
Republican confab.


