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STUDY: INCLUSIVITY AIDS BRAND METRICS, SALES
  Marketing messages about diversity and inclusiveness can 
bring business success, according to a study of more than 
3,300 television spots from more than 50 brands over the 
past five years by trade group VAB.
  The study, titled Do The Right Thing: How Diversity and 
Inclusion Drives Brand Outcomes, found that inclusive 
ad campaigns increase attention for brands and that 
marketers embracing topics that resonate with consumers 
see improved engagement metrics, including increases in 
social conversations, online video views and 
searches. 
  Ultimately, inclusive advertising campaigns 
grow the bottom line for businesses that decided 
to run them.
  “Creating increased customer activation and 
brand growth in the current economic and 
business environment is a major challenge for marketers,” 
said VAB CEO Sean Cunningham. “Motivating under 
leveraged customer segments with messages that genuinely 
resonate can ignite business results. Do The Right Thing 
provides statistical evidence that embracing diversity and 
inclusion as a core brand component leads to positive 
business outcomes, such as increased engagement across 
each stage of a customer’s path to purchase, as well as 
growth in sales.”
  VAB said that in the current business environment where 
every dollar is being closely watched and results are being 
closely scrutinized, it wanted to see the relationship between 
advertising that focuses on diversity and inclusion and 
business outcomes.
  To do its research, VAB said it used data from measurement 
services including iSpot.tv and Comscore along with 
publicly available company sales figures.
  The report also includes 20 case studies illustrating the 
findings. In one campaign that ran earlier this year, Target ran 
an ad featuring Beatrice Dixon, the founder of The Honey 
Pot, to support minority female-owned businesses. VAB 
found that the ad had one of the retailer’s highest attention 
scores and sales of Honey Pot items increased 20% to 30% 
during the month after the campaign launched.
  VAB also cited Nike, which has been running ads since 
September 2018 using the theme of people pursuing 
their dreams featuring Colin Kaepernick, the former NFL 
quarterback who kneeled during the national anthem before 
games, setting off a controversy. The ads have resulted 
in record-breaking sales and a new high for third-quarter 
revenue. Sales have continued to climb each quarter since 
the “Dream Crazy” commercial started running.
  Other brands in the report include Third Love, Samuel 
Adams, Pantene, Barbie, Tylenol, Zola, Toyota and 
Procter & Gamble.
  To judge the success of campaigns, it looked at each stage 
of the marketing funnel, from awareness and consideration 
to intent and sales.

VAB: DIVERSITY IN TELEVISION ADS IS GOOD BUSINESS
ADVERTISER NEWS
  Home Depot said yesterday its quarterly sales soared 23% 
as consumers stuck in the house during the coronavirus 
pandemic built decks, painted their walls and tackled other 
repairs, handily beating investor expectations. The retailer 
also topped Wall Street’s forecasts for earnings per share 
and revenue. Customer transactions, average ticket size 
and sales per retail square foot all saw double-digit growth 
from the same time last year. Net sales rose 23.4% to 
$38.05 billion, topping expectations of $34.53 billion and 

setting a record high for quarterly revenue. 
CEO Craig Menear said digital sales doubled, 
with customers picking up about 60% of their 
orders in stores. U.S. same-store sales soared 
25% in the quarter... Kohl’s said yesterday its 
revenue fell 23% during fiscal Q2, which wasn’t 
as bad as analysts feared as the pandemic 

forced stores to close across the U.S. and many shoppers 
stayed home. Instead, dollars shifted online, and Kohl’s 
digital sales soared 58% compared with a year earlier. 
Shoppers stocked up on workout gear, pajamas, toys and 
cozy clothing. It said its online business made up 41% of 
total sales during the quarter, compared with 20% one 
year earlier. However, the retailer offered a grim outlook 
ahead of the all-important holiday season... Black-owned 
Michele Foods sells its syrups in major grocery stores, 
including Kroger and Publix, but the company’s small size 
kept it from making the types of marketing investments that 
could substantially move the sales needle. The company 
has used social media posts to compare its ingredients to 
those in Aunt Jemima-branded products. When PepsiCo 
announced that it was retiring the Jemima brand name and 
image, Michele Foods saw its sales take off. Traffic to its site 
had grown so much that it caused a crash, Forbes reports... 
Up to 300 Pizza Hut restaurants are slated to permanently 
close following the bankruptcy of one the chain’s largest 
franchisees. NPC International, which filed for Chapter 11 in 
July, has reached an agreement with Pizza Hut owner Yum! 
Brands to close roughly a quarter of its restaurants and sell 
the remaining locations. Specific restaurants and timing 
have not yet been determined, but NPC said a “substantial 
majority” of affected locations have dining rooms... Stage 
Stores, which owns off-price department store Gordmans, 
has received court approval for its bankruptcy plan, which 
calls for the liquidation of all its stores and the wind-down of 
the company. The company filed for Chapter 11 bankruptcy 
in May, with a plan to simultaneously liquidate while also 
searching for a possible buyer... Amazon.com is expanding 
its physical offices in six U.S. cities and adding thousands of 
corporate jobs in those areas. Amazon is preparing to add 
3,500 corporate jobs across hubs in New York, Phoenix, 
San Diego, Denver, Detroit and Dallas, the company said 
yesterday. The plans include 2,000 jobs at the historic 
building in Manhattan that once housed the Lord & Taylor 
flagship department store.
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CORONAVIRUS PANDEMIC JUICES ONLINE SALES
  U.S. e-commerce sales grew more than 30% between 
the first and second quarters, according to figures released 
yesterday by the Department of Commerce, illustrating 
that the pandemic has pushed more spending online.
  Consumers spent $211.5 billion online during Q2, up 
31.8% from the previous quarter. That’s a significant step 
up from Q1, which saw U.S. e-commerce sales of $160.3 
billion, an increase of 2.4% from Q4 2019. E-commerce 
now accounts for 16.1% of all U.S. sales, up from 11.8% 
in Q1.

  The data provides the latest picture 
of how the coronavirus pandemic has 
turbocharged a shift to e-commerce for 
many Americans.
  In March and April, facing shuttered 
brick-and-mortar stores, many 
consumers turned to online retailers 
for essential goods like paper towels 
and hand sanitizer, which also led to 
an uptick in purchases for things like 
office supplies and electronics. Online 
grocery orders also surged as many 

consumers opted to skip trips to the supermarket.

ONLINE SALES DRIVE HISTORIC Q2 FOR WALMART
  Walmart posted its biggest earnings surprise in 31 years 
yesterday as shoppers rushed in to spend their stimulus 
checks, and online sales nearly doubled during the 
coronavirus pandemic.
  The discount retailer has been leveraging its massive 
store base and the investments it has made in e-commerce 
to supply customers with food and other goods during the 
pandemic. U.S. same-store sales climbed 9.3% in the fiscal 
second quarter, while U.S. e-commerce sales surged 97%, 
as more customers shipped packages to their homes and 
used same-day delivery and curbside pickup.
  Walmart CEO Doug McMillon said the company will look 
to build on these gains by adding a membership service. He 
did not say when that would launch or provide details about 
its perks. He said the program will speed up deliveries for 
customers through curbside pickup and delivery, strengthen 
relationships with them and collect valuable data.
  The program, called Walmart+, is expected to compete 
with Amazon Prime.
  Walmart’s same-store sales grew by 9.3% in Q2, fueled by 
purchases of food and general merchandise. The company 
didn’t provide a financial outlook for the rest of the year.

THIS AND THAT
  Consumers are more concerned about social values 
now than they were in 2009, including social tolerance 
and equality, according to GfK survey data, and 35% 
trust brands to tell the truth compared to 25% who say 
the same about the government... Byron Allen’s Allen 
Media Broadcasting division has purchased the Honolulu 
ABC affiliate from SJL Broadcasting, its 16th station 
purchase since 2019. Allen says the group plans “to invest 
approximately $10 billion to acquire more ABC, CBS, NBC 
and Fox television stations over the next two years with 
the goal of being the largest broadcast television group in 
America.”

CABLE NETWORK AFFILIATE REVENUE FALLS IN Q2
 Traditional affiliate fees, long the revenue backbone for 
cable TV networks, witnessed their first overall revenue 
declines ever in the second quarter, MediaPost reports.
  Cable network affiliates’ revenues sank 3% in the period 
to $9 billion after three previous sequential quarters of 
slight 1% increases, according to MoffettNathanson 
Research estimates from analysis and company reports. 
The data used in this analysis does not include new digital 
subscription video-on-demand services.
  “With cord-cutting at record levels, price increases are 
no longer enough to offset distribution 
declines, and alongside heavy RSN 
[regional sports networks] rebates,” 
writes Craig Moffett, senior research 
analyst, MoffettNathanson.
  NBCU was down 15% to $1.5 billion, 
while AMC Networks was 11% lower 
($231 million), Viacom lost 9% ($860 
million) and WarnerMedia (Turner) 
was off 3% ($1.5 billion). Those that still 
showed gains include Discovery, up 
7% ($739 million); Walt Disney, up 1% 
($3.2 billion); and Fox Corp., 1% more  to $968 million.
  The results for NBCU include regional sports networks 
(RSNs), while the results for WarnerMedia do not.
  At the same time, broadcast TV networks are still gaining 
from retransmission fee revenues. They were up 15% to 
$2.1 billion. Fox was up 22% in the second quarter to $551 
million, while CBS was 15% higher ($605 million); Disney 
(ABC) was 13% more ($425 million) and NBC was up 9% 
($548 million).

PANDEMIC TO USHER IN ‘DECADE OF THE HOME’?
  Home and local experiences take on increased importance 
amid the COVID-19 pandemic and retailers and consumer 
goods companies must tailor their products and services 
accordingly.
  That’s according to findings of a recent global survey of 
more than 8,800 people from Accenture in which 56% of 
consumers said the pandemic has caused them to shop in 
closer neighborhood stores, with 79% of those respondents 
saying they plan to continue to do so long-term. (Findings 
of the survey are presented in two Accenture reports, one 
for the consumer goods industry and one for the retail 
industry.)
  In addition, 56% of consumers said they’re buying more 
locally sourced products, with 84% saying they plan to 
continue to do so long-term. 
  More than half (54%) of consumers said they are shopping 
more cost-consciously and are likely to continue doing so 
— with consumers overall far more likely to have increased 
purchases of mid-range and budget brands and reduced 
purchases of premium brands since the pandemic began, 
according to the survey.
  The report also found that continuing discomfort with 
public spaces and travel, coupled with growing financial 
fears amid widespread decline in household income, will 
continue to keep people mostly at home. Sixty-nine percent 
of respondents expect to do most of their socializing during 
the next six months either in their home, a friend’s home 
or virtually.
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Whitney Cummings

If you wanna take a 
break from worrying 

about COVID, you have 
mites in your eyelashes 

and always have.
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NIELSEN: AVOD A GROWING PART OF STREAMING
  As streaming increases, ad-supported video services are 
starting to garner a significant share of viewing.
  In a new report, titled Beyond SVOD, Nielsen noted that 
when it measured streaming in July, time spent viewing video 
sources other than the big subscription VOD services — 
Netflix, YouTube, Hulu, Amazon and Disney+ — accounted 
for a 23% share and minutes spent viewing rose by 57%.
  AVOD services like Tubi and Pluto TV accounted for 21% 
of this “other” category, or 4.8% of the total. Also included 
were video from MVPDs and vMVPDs, other SVOD services, 

gaming, network and social video.
  Nielsen previously has released data on 
the SVOD services, including estimates 
of how many people watched top shows 
on Netflix and Amazon. Data on AVOD is 
new for Nielsen.
  The price (free) is one reason for AVOD’s 
popularity. “Rising unemployment in the 
U.S. is a clear indicator of consumers’ 
ability to spend, and on what. Free will 
be key for cash-strapped consumers, and 
consumers with multiple subscriptions 

may pare down to be more fiscally responsible. If times get 
tight, ad-supported free models could supplement any gaps 
left by cancelled services,” the report said.

BLOOMBERG PLEDGES $60M FOR HOUSE DEMS
  Former New York mayor Mike Bloomberg plans to spend 
$60 million to strengthen the Democratic House majority 
in November, roughly matching the money he invested in 
flipping control of the House in 2018, a Bloomberg adviser 
tells The Washington Post.
  The spending will include digital and television ads to 
defend some of the 20 freshman Democrats he helped win 
in 2018, along with spending aimed at defeating additional 
Republican incumbents.
  The effort will include new money to several groups, 
including a revival of Bloomberg’s own political vehicle, 
Independence USA, and donations to the House Majority 
PAC, said the Bloomberg adviser.
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If bars don’t open soon, 
I’m gonna have to figure 
out other plans to cancel 

with my friends.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

PRESIDENTIAL CAMPAIGN SPENDING TOPS $1.5B
  The campaign cycle is finally starting to break out of its 
summer coma, Ad Age reports.
  Across the campaign advertising for the presidential, 
congressional and gubernatorial races tracked by the Ad 
Age Datacenter, spending has now surged past the $3 
billion mark — with more than half of that tally spent in 
the presidential race. That’s thanks largely to an insanely 
expensive Democratic primary season dominated by two 
free-spending billionaires, Mike Bloomberg and Tom 
Steyer.
  That $3 billion figure includes TV and 
radio — plus digital ad spending across 
Facebook and Google properties for 
presidential andidates only. (TV and radio 
tallies include advance bookings, but 
digital doesn’t.)
  Team Trump maintains the lead in 
booked TV and radio spending from Aug. 
17 through Election Day with $179.6 
million worth of ads on tap ($148.7 million 
from the campaign itself and another 
$30.9 million from pro-Trump PACs and 
other advocacy groups), while Team Biden has $81.1 million 
booked ($15 million by the campaign itself, with another $66.1 
million courtesy of pro-Biden PACs and advocacy groups).
  Total ad spending to date (TV and radio) on Senate races is 
closing in on a cool $1 billion. Republicans have spent $463 
million and Democrats $442.2 million so far.
  For House races, total ad spending to date (TV and radio) 
sits at $419.1 million ($223.4 million from the Democrats and 
$192.3 million from the Republicans).
  Total ad spending to date (TV and radio) on gubernatorial 
races is $161.6 million, with the Republicans maintaining a 
slight edge over the Dems ($80.8 million vs. $80.2 million).

ANALYSIS: VIDEO VIEWS UP IN Q2 BEHIND CTVs
  After surging to new highs during the first quarter, video 
views of content watched on internet-connected devices 
soared to all-time highs during Q2, according to new 
estimates released by Brightcove.
  North American video views expanded much faster than 
the rest of the world during Q2, as much of the U.S. enacted 
stay-at-home and social distancing rules.
  North American “video views were up year-over-year, with 
April seeing the biggest increase in consumption (103%),” 
reads the report, noting that every device — connected TVs 
(CTV), smartphones, tablets and personal computers — 
“saw gains exceeding 80% in the month... May, meanwhile, 
saw an increase of 39% and June was up 53%.”
  Overall, views soared 64% during Q2 and 41% during the 
first half of 2020.
  “CTV viewing gains rose 548%, although the actual number 
of views remained small,” Brightcove analysts said, explaining 
that CTVs have just a 3% share of views.
  CTV views also jumped 428% in the first half of the year 
compared to a year ago, the report says, adding that 
computers have lost views, falling to a 49% share in Q2 
from 56% a year ago. Combining the viewing share on 
smartphones (41%) with tablets (7%), the analysis says, 
brings the share of views on mobile devices essentially even 
with computers.


