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COMPANIES TRY TO SHED CORPORATE OFFICES
  The pandemic will have a lasting impact on corporate 
retail employees. That’s according to a survey by Korn 
Ferry, which also has mixed news for retailers as they look 
toward this year’s fall and holiday season.
  Forty-three percent of respondents said their companies 
are permanently changing remote working policies. Nearly 
half (45%) said they expect remote employees will work 
from home three to four days a week, with 10% saying their 
remote workers will work virtually 100% of the time.
  One-fifth (20%) said they will allow remote workers to 
move away from the city where corporate headquarters 
is located, and 65% are considering implementing the 
measure.
  (Earlier this month, REI announced it is 
looking to sell its nearly completed, eight-
acre corporate campus in the Seattle 
area and will “lean into” a remote work 
model.”)
  Half of respondents said they will reimburse remote workers, 
with 30% saying their company will pay for equipment only, 
5% will reimburse for equipment and monthly supplies, and 
15% will offer fixed monthly reimbursements/lump sum 
amounts.
  “We are already seeing retailers working to reduce 
the size – or even shed completely – large corporate 
campuses,” said Korn Ferry senior client partner and retail 
expert Craig Rowley. “As remote working increasingly 
becomes the norm, employers need to ensure they make 
accommodations to help employees succeed.”  
  More than three quarters (82%) of retail respondents 
said business was better than anticipated when they first 
re-opened after state-mandated closures, according to a 
survey by Korn Ferry. But 29% said even though business 
was initially better when they re-opened, it has now 
flattened off.
  Near-term, 70% of retailers said they are currently hiring 
in-store workers. But 33% anticipate they will have fewer 
seasonal and full-time employees this fall/holiday season 
than they had last year.
  Retailers are mixed on what the holiday season will bring 
in terms of sales. Thirty-nine percent predict this season 
will be better than last year, 33% said they expect holiday 
sales to be down, with 19% saying they expect sales to be 
down more than 10%.
 The retailers surveyed seem to be cautiously optimistic 
about rewarding employees in 2021. Only 4% said they 
do not expect there will be merit increases next year, with 
46% saying they expect merit increases to be the normal 
average of 3%.
  Nearly all (92%) said the merit increase schedule for 2021 
will be similar to years past. 
  The Korn Ferry survey of more than 50 major U.S. retailers, 
with annual revenues between $50 million to more than 
$20 billion, took place in late July 2020.

SURVEY: RETAILERS SHIFT WORK-FROM-HOME POLICIES
ADVERTISER NEWS
  Toys R Us has ended its e-commerce partnership with 
Target and items on the site will now be directed to Ama-
zon. Since reorganizing, Toys R Us has made its website 
a resource featuring family activities and product reviews 
for parents. Meanwhile: Amazon has continued hiring dur-
ing the pandemic and is making plans for staffers to return 
to their offices rather than work from home indefinitely. The 
e-commerce giant now employs more than 600,000 people 
in the U.S., and the company is adding new hires in both 
corporate and hourly positions… After a second quarter that 
saw record sales, Target is turning its attention to expand-
ing its Drive Up grocery service, a move that had been put 

on hold when the pandemic began. Target 
has added fresh and frozen food to its pick-
up and Drive Up options at 1,500 stores, 
with plans to include them at another 100 
sites by the holiday season… L Brands 
reported a 20% sales decline in the fiscal 

second quarter, beating analysts’ predictions for steeper 
declines, as consumers spent on soaps and hand sanitiz-
ers. Bath & Body Works booked a 13% sales increase 
in the U.S. and Canada, while sales at Victoria’s Secret 
declined 39%... Last-mile food delivery provider DoorDash 
has entered the on-demand grocery delivery arena, led by 
the launch of its new DashPass service. The expanded of-
fering, announced yesterday, enables customers to place 
orders with participating grocery retailers at DoorDash.com 
or via the DoorDash mobile app and have their groceries 
delivered directly to their homes by DoorDash in as soon as 
an hour, without the need for scheduling. DashPass is avail-
able through a $9.99 monthly subscription, DoorDash said… 
Taco Bell unveiled its latest restaurant design yesterday, 
intended to push customers to order their nachos and burri-
tos ahead and keep drive-thru lines short as the coronavirus 
pandemic leaves lasting marks on consumer behavior. The 
pandemic has prompted many restaurant chains, including 
Starbucks, Shake Shack and Chipotle Mexican Grill, to 
rethink their designs or accelerate changes already in the 
works. Surging use of drive-thru lanes, online ordering and 
delivery in recent months has pressured operations. In Taco 
Bell’s Q2, it served an additional 4.8 million cars through 
drive-thru lanes compared with a year earlier, even as its 
same-store sales declined 8%... A survey of 1,000 Ameri-
cans found that about 25% report they’ve gone into debt to 
pay for their children’s at-home expenses related to school, 
with many pointing to breakfast and lunch costs as a con-
tributing factor. More than half said they expect to spend 
slightly more on school supplies this year than in the past… 
B&G Foods’ “Cinnadust Seasoning Blend” was created to 
approximate the taste and crunch of the popular Cinnamon 
Toast Crunch cereal. The product which includes cinna-
mon, sugar, vanilla and graham will be sold exclusively at 
Sam’s Club. A social media post promoting the item calls it 
“the seasoning you never knew you needed.”
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COMSCORE: NEWS TRAFFIC UP 28% SINCE FEB.
  As some areas of media consumption have been ebbing 
down toward “normal” levels this summer, the latest research 
from Comscore finds that Americans are still hungry for news 
— and that they’re seeking it from trusted media sources.
  “While audience traffic for certain categories [is] returning 
to normal, overall news consumption remains higher than 
pre-pandemic levels,” Comscore says in a news release. 
“The figures suggest that millions of Americans continue to 
rely upon the media for vital information during the ongoing 
COVID-19 pandemic.”

  Comscore says it has been monitoring 
traffic to “40 select news sites.” And while 
total visits have declined after peaking 
at 8.5 billion in April, “since mid-May, total 
digital visits to news sites have remained 
somewhat steady,” Comscore says. “The 
week of July 27-August 2, 2020 saw 7.4 
billion visits, which is 28% higher than 
pre-pandemic levels during the week of 
February 3-9, 2020.”
  In addition to news, Comscore’s 
research tracked activity in nine other 

categories: Education, Entertainment, Family & Youth, 
Financial Services, Games, Government, Health, Retail and 
Social Media.
  In contrast to the consistent traffic at media news outlets, 
Comcore found a big drop in visits to government websites. 
“Usage of top government sites peaked early on during the 
pandemic, as consumers flocked to sites such as the CDC, 
NIH and the WHO to find information about the coronavirus,” 
Comscore says. “The peak in digital visits to these sites was 
during the week of March 23-29, 2020. Since then, visits to 
government sites have quickly returned to near-normal pre-
pandemic levels. There were 14.9 million digital visits to 
government sites during the week of July 27-August 2, 2020, 
which is only 11% higher than pre-pandemic levels and 72% 
lower than the peak week.”

REPORT: SVOD USE DOUBLES DURING PANDEMIC
  Beginning in mid-March, SVOD use in the U.S. skyrocketed 
to nearly 600 minutes monthly from less than 300 minutes in 
June 2019. The tally surpassed 700 minutes in April, before 
leveling off in the mid-600 range in May and June, according 
to new data from 7Park.
  Throughout the pandemic, one service continues to 
dominate: Netflix. While the SVOD pioneer’s recent quarterly 
financials underscored the platform’s enduring appeal among 
new subscribers, actual use of the service is undeniable.
  Indeed, Netflix use accounted for 69.2%, 71%, 67.4% and 
70% of all SVOD consumption in March, April, May and June, 
respectively.
  7Park, whose findings were reported by Media Play News, 
said 73% watched only one platform, while 22% watched two 
platforms and 5% watched three or more. Multiple platform 
usage increased since March due to COVID-19 stay-at-home 
orders but looks to be trending down.
  “Streaming is still above March pre-COVID-19 stay-at-home 
order levels, and the majority of viewers’ time spent continues 
to be on Netflix, which accounted for 70% (445 minutes) of 
total streaming minutes across all platforms,” wrote Lindsay 
Bisson, with 7Park.

KBB: IT’S A GOOD TIME TO SELL THAT USED CAR
  According to Kelley Blue Book, earlier this year it was wise 
to hold off on selling or trading in your car at a time when 
there were attractive incentives on new cars — waiting to get 
the best deal possible on a new vehicle and hanging onto 
your old vehicle until later. That later is now, KBB says.
  “Back in mid-April, wholesale used prices hit bottom 
driven mostly by the lockdown of the business,” said Matt 
DeLorenzo, senior managing editor for Kelley Blue Book. 
“But now we’ve seen a full recovery at the wholesale level 
– auction prices dealers are paying for used cars hit records 
in June and July. That, along with low 
inventory, is driving retail prices up.”
  Recent Cox Automotive data shows 
retail used vehicle prices are 2% to 3% 
higher now than they were prior to the 
pandemic. Used-vehicle supply is also 
very low. For owners looking to sell or 
trade-in their current car for a new one, 
now is the time to shop around.
  Data also shows that the average value 
of a 3-year-old car pre-COVID-19 was 
$19,270, and that value has dropped to 
$17,178 following the pandemic. Today, a 3-year-old car is 
worth $20,245, nearly $1,000 above pre-COVID-19 levels. 
While the value may climb, it will steady out at a slower rate 
as inventories are beginning to catch up to supply.
  “Because the economic recession caused by COVID-19 
is unlike any industry disruption we’ve seen before, it is 
difficult to forecast with certainty how the market will move,” 
said DeLorenzo. “No matter your position, a smart move is 
keeping tabs on your vehicle’s value. Check often, especially 
as you close in on a purchase decision. And since a trade-
in is an important part of a vast majority of deals, that’s an 
important number to have in your pocket.”

JOBLESS CLAIMS ROSE TO 1.1M IN LATEST WEEK
  New applications for unemployment benefits rose last week 
after a series of declines, another sign the labor market’s 
recovery is cooling amid continuing disruptions because of 
the coronavirus pandemic, The Wall Street Journal says.
  Weekly initial claims for jobless benefits rose by 135,000 to 
a seasonally adjusted 1.1 million in the week ended Aug. 15, 
the Labor Department said yesterday.
  The report followed others from the government and private 
firms showing that job gains slowed in July from June, job 
postings fell this week for the first time since April and several 
companies are planning more layoffs.
  Still, the data show the job market is improving, though more 
slowly than in the spring. The number of people collecting 
unemployment benefits through regular state programs, 
which cover most workers, fell to about 14.8 million for the 
week ended Aug. 8. That marked the lowest number on 
benefit rolls since April. And nationally, new hiring is more 
than offsetting job cuts.
  Claims levels have moved up and down in recent weeks, 
ending what had been a consistent decline from a peak 
of nearly 7 million in late March to about 1 million in mid-
July. The uneven pattern has played out similarly across 
states, and isn’t necessarily tied to the surges in coronavirus 
infections this summer in certain states, said Gus Faucher, 
economist at PNC Financial Services.
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NPD: WEEKLY CONSUMER TECH SALES UP 34%
  With increasing numbers of consumers spending time in the 
home due to the coronavirus pandemic, sales of consumer 
technology continues to boom.
  New data from The NPD Group found record results 
continue in the consumer tech market with sales over $2.2 
billion during the first week of August (the week ending Aug. 
8), a 34% increase compared with the same week a year 
ago. Revenue during the month of July increased 18% over 
last year, even without the Prime Day shopping holiday.
  The return to school across all grades may be limited to 

in-home education and limited social 
gathering, but sales of productivity 
focused technology products have picked 
back up with PCs fueling much of the 
growth.
  Notebook PC revenue growth in the U.S. 
was up 64% compared to same week 
last year. Beyond PCs, dollar sales of 
PC headsets (+127%), monitors (+97%) 
and routers (+87%) all increased with 
preparations for distance learning.

WILL LOW-COST AIR CARRIERS HAVE AN EDGE?
  Low-cost carriers (LCCs) are likely to have an advantage 
in a price-sensitive and regionally focused air travel market, 
analysts tell CNBC. However, one observer cautioned that 
the benefit can only be enjoyed when demand recovers.
  The coronavirus pandemic decimated the global tourism 
market when border restrictions were put in place, and 
airlines were no exception. The International Air Transport 
Association (IATA) said there is pent-up demand for travel, 
but consumer confidence is weak because, besides fears 
over the virus, there are “concerns over job security and 
rising unemployment.” 
  In such a market, LCCs have an edge over full-service 
carriers (FSC), analysts said. “That, I think is very much the 
feeling at the moment... Going into next year as well, it’s going 
to be a price-sensitive market, low-cost carriers do come off 
a lower base,” said Peter Harbison, chairman emeritus at 
CAPA Centre for Aviation.
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CONSUMERS TURNING TO FOOD DELIVERY APPS
  As the restaurant industry faces continued operational 
challenges and indoor dining constraints loom across the 
U.S., many consumers are turning to food delivery apps.
  Research firm eMarketer forecasts that the number of 
smartphone food delivery app users will rise 25.2% to 45.6 
million this year.
  eMarketer expects that figure to decrease slightly in 2021, 
to 44.1 million, as restaurants likely reopen to indoor diners. 
But the firm also anticipates continued adoption of these 
apps throughout its forecast period ending in 2023, when the 
number of users will be 53.9 million.
  Companies like Grubhub and Uber 
Eats have seen an influx of usage during 
the pandemic. In its most recent earnings, 
Grubhub reported that the number of 
active diners grew to 27.5 million in Q2 
2020 from 20.3 million in Q2 2019 — an 
increase of 35%.
  “The strong trends we observed in April 
persisted throughout the quarter with 
year-over-year growth of daily average 
grubs [orders] accelerating each month,” 
Grubhub president and CFO Adam DeWitt said in a 
company statement. “With that strength continuing in July, it 
is becoming clear that the current environment has advanced 
the secular shift toward online food ordering. We remain 
confident that focusing on restaurant supply and diner loyalty 
will enable us to keep growing in a sustainable and profitable 
manner.”

OTT/CTV AD SPEND UP 60% IN EARLY AUGUST
  Overall OTT/CTV ad spending increased by more than 60% 
in the seven days ending Aug. 5, compared to the seven days 
ending April 8, reports SpotX, based on data on its platform 
from CTV, smart TV and OTT set-top boxes and devices.
  The comparison also shows ad inventory up by more than 
80% overall during the period — including increases of 966% 
in kids’ programming inventory and 93% in e-gaming.
  Categories showing large percentage increases in ad spend 
in the comparative period included automotive (up 203%), 
sports (333%), careers (493%), political (315%), shopping 
(496%), retail (152%) and travel (140%).
  SpotX declined to reveal the dollar amounts for this three-
month comparison. However, it reports that ad spending in 
the full month of July was up 28.6% versus July 2019.
  SpotX reaches 50 million U.S. CTV households representing 
66% of total CTV households and 89% of ad-supported CTV 
households, according to the company. The data is from 
Roku, Apple TV, Google Chromecast, Amazon Fire and 
other devices.

THIS AND THAT
  On Wednesday, Apple became the first U.S. company to hit 
a $2 trillion valuation. It took Apple 42 years to reach $1 trillion 
in value, but just two more years to get to $2 trillion. In fact, 
all of Apple’s second $1 trillion came in the past 21 weeks... 
Ajit Pai, head of the FCC, has proposed ending efforts to 
make pay-TV providers offer free content-navigation apps. 
The rules never had enough support at the FCC to pass, but 
would have required the apps to include programming from 
all subscribers’ services.


